Film Changing 
TV Spot Sales 
Situation: Katz 


Cuicaco, Feb. 15—-Emphasizing 
the necessity for TV stations to 
be able to clear and guarantee 
prime time for national spot ad- 
vertisers, the Katz Agency sug- 
gested that the station-network 
option time practices carried over 
from radio may soon have to be 
re-evaluated for television. 

This proposal was advanced by 
Eugene Katz, executive v.p. of the 
radio-TV_ station representative 
company, during a two-day meet- 
ing of executives of the 19 TV sta- 
tions handled by Katz. 

Mr. Katz said a number of top 
network officials have predicted 
that film, which is already being 
used for several major network 
telecasts, will play an increasingly 
important role in their future pro- 
gramming plans 


s “As networks depend more and 
more on film for the conduct of 
routine network hookups, you will 
have more and more reason to 
question their use of your option 
time to obtain a competitive ad- 
vantage in the sale of your sta- 
tion for a 30% yield to you. The 
FCC regulations governing option 
time were designed for instanta- 
(Continued on Page 65) 


Ravertising Age | 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ul., under the act of March 3, 1879. Copyright, 1952, by Advertising Publications, Inc. 


’ THE NATIONAL NEWSPAPER OF MARKETING 


Admiral 


From the World’s Largest TV Manufacterer... 
Sensational New TV with Radio Built-in 
AT NO EXTRA COST 


Takes America By Storm! 


Inetnal Stouts Quctely Sold Ous By Overwhelimng Demand. New Supply 
Beng Rushed to Dealers Choose Your Ser Now so Asmne Early Delowery 
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NEW TREND?—Are TV manufacturers going to add radio receivers to all their sets? 
That such a conversion is in the wind can be presaged from the fact that Admiral 
Corp., Chicago, which introduced on Jan. 
cost, has since experienced sufficiently increased sales to warrant full-page news- 
paper ads in all TV markets Sunday, Feb. 
on the bandwagon is American Television Inc., 


ads in the Chicago Sun-Times push radio 
than the usual cost 
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~~ Have We Come Full Circle? 
awe @y Supermarket Replaces 


General Store: Elder 


TABLE MODEL 
“LMGLUDED! 
Gross National Product 
Gain of 8% Is Predicted 
at Marketing Conference 


mee 
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Sunkist Growers 
- Is New Name for 
Fruit Exchange 


Los ANGELES, Feb. 12—The Cali- _!. Declaration by Robert F. 
fornia Fruit Growers Exchange Elder, marketing consultant of 
yesterday changed its name to Boston, that today, with 64% of the 
Sunkist Growers Inc. The Cali- Population urban, shopping 
fornia-Arizona citrus marketing ©@nges are revolutionizing the na- 
cooperative had borne the Ex- ture of retail stores, and the super- 
change name since 1905. market is turning into a modern- 

The change was made, Harvey day replica of the old general 
A. Lynn, president of Sunkist, ex- | Stre. 


New York, Feb. 13—Highlights 
of the annual marketing confer- 
ence conducted here Monday and 
Tuesday by American Manage- 
ment Assn. included: 


Per an Ss er nat om 


fae aH e 
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20 a new TV line with radio at no extra 


10, and a spread in the current Life. Also 
local Chicago TV set maker, whose 
and 45rpm phonograph included for “less | 
of television alone.” 


Here’s a New Angle: 16-Page Color Inserts 


at Front of Wholesale 


Cuicaco, Feb. 13—Something 
new in the way of a merchandis- 
ing plan for manufacturers and 
wholesale mail order houses has 
been developed by Catalog Inserts 
Co. here. 

The month-old company, headed 
by E. H. Buenger, formerly cata- 
log production manager of John 
Plain & Co., represents a group of 


Tighter Fair Trade 
Law Opposed by FTC 


WASHINGTON, Feb. 14—Spokes- 
men for the Department of Justice 
and the Federal Trade Commission 
suggested today that the drive for 
tighter fair trade laws is a throw- 
back to the philosophy of the NRA. 

In a spirited appeal to a special 
House interstate commerce sub- 
committee, Assistant Attorney 


Hamburger Defender 
Gives Away 100,000 
in Horsemeat Fight 


Curcaco, Feb. 15—The horse- 
meat scandal in Illinois today pro- 
duced one of the most unique 
promotions in restaurant history 
as the Peter Pan chain of seven 
snack shops offered free ham- 
burgers to the public for a 20- 
hour period. 

Chris Carson, president of the 
company, announced last night on 
the Peter Pan TV show that “in 
order to restore faith in the tradi- 
tional American beef hamburger,” 
all seven stores will serve their 
complete 77¢ Peter Pan burger— 
including French fries, cole slaw 
and all the other trimmings—ab- 
solutely free from 6 a.m. Friday 
to 2 a.m. Saturday. 

Preparations were made to serve 
more than 100,000 people. The net 
out-of-pocket cost is expected to 
run between $22,000 and $28,000. 

Futterman-Gerber handles the 
Peter Pan account. 


General H. G. Morrison rated NRA 
as superior to fair trade in the 
sense that consumers as well as 
business took part in price fixing 
negotiations 

Across the street, James W. 
Cassidy, assistant general counsel 


of the FTC, was telling the House | 


judiciary committee that proposed 
legislation tightening the fair 
trade 
men “unparalleled” authority over 
| prices. 

le “The power to fix prices is to 
| be entrusted not to government, 
but to private persons: The pur- 
pose to be served by the price fix- 
ing is whatever purpose these | 
| private persons may have, pre- 
sumably that of serving their own 

pecuniary interests rather than | 
that of the public interest, and the | 
prices fixed are not to be tested | 
for reasonableness in accord with 


la legislative standard by any in- 


strumentality, public or private,” 
he complained. 

“Nevertheless,” Mr. Cassidy 
continued, “a person who is not) 
a party to this private contract 
is to be deemed guilty of unfair | 

(Continued on Page 65) 


Highlights of the Week's 
News and Feature Index 
Appear on Page 68 


laws would give business} 


plained, “becasue we feel that the “With higher taxes and greater- 
world-known trademark, Sunkist, *@n-ever pressure on demand- 
which has become synonomous creation costs,” Mr. Elder said, 
‘with the finest of citrus fruits,| “™@intenance of satisfactory prof- 
should be a part of our name.” | its depends on making each selling 
He called attention to the fact| 2d advertising dollar work a little 
that for many years the organiza-| harder.” —__ 
tion marketed only fresh oranges,| 2: Prediction by Eli Shapiro, as- 
lemons and grapefruit under the S°ciate professor of finance, Uni- 
trademark, but since last year, Versity of Chicago, that the gross 
frozen and canned juices have national product increase in the 
( been given the Sunkist name. “The fourth quarter of 1952 over the 
which will be bound in the front} new corporate name will directly fourth quarter of ’51 will be 8%; 
of each house’s catalog. | associate the trademark with the that inventories of both durable 
Although color page inserts fur- | organization responsible for the and non-durable goods will be 
nished by manufacturers for in- | high quality products bearing the | !ower in '52 than in ’51, and that 
clusion in catalogs are not unusual, | name,” Mr. Lynn said. consumer spending will rise and 
the present plan enables companies F savings decline. 
to have product illustration and 
copy placed in the preferred front 
position of the catalog and also 
eliminates the necessity for fur- 
nishing full-page inserts, inasmuch 


Mail Order Catalogs 


wholesale mail order houses hav- 
ing an approximate nationwide 
circulation of 1,000,000 catalogs 
and for these houses he is pub- 
lishing a 16-page four-color pro- 
cess printed “Prevue” section of 
products stocked by the houses, 


® This is the third change of name 

for the cooperative which was 

originally organized in 1893 as the 
(Continued on Page 4) 


® 3. Admission by Noble Hall, man- 
ager, sales research, Atlantic Re- 
(Continued on Page 38) 


as “Prevue” space is available in 
half, third, quarter or one-sixth | 
page sizes General Motors and General Electric 


@ Mr. Buenger told AA the first! 
| section will be carried in at least | 
| #3 separate company catalogs | 

(Continued on Page 68) | 


Led Magazine Advertisers Last Year 


Total Magazine Revenue 
Was $511,200,000; P&G 
Moved into Third Place 


New York, Feb. 15—Advertisers 
spent $511,200,000 during 1951 in 
the 94 general and farm magazines 
measured by Publishers Informa- 
tion Bureau, according to figures 
released here by Magazine Adver- 
tising Bureau. 

This amount is 12% greater than 
the $458,500,000 expenditure made 
in these same magazines during 
1950, and is the highest ad expend- 
iture in magazine history, MAB 
reports. 

The 100 leading magazine ad- 
vertisers last year showed an in- 
creased ad expenditure of 6% over 
the previous year, and they ac- 
counted for 40% of total maga- 
zine advertising revenues im ’51, 
as compared with 42% the pre- 
ceding year. 


_ Last Minute News Flashes 


Otto & Co. Gets S. C. Johnson Export Account 


New York, Feb. 15—Robert Otto & Co. has been appointed to handle 
export advertising for S. C. Johnson & Son, Racine, Wis., manu- 
facturer of wax products. Plans call for a six-month newspaper cam- 

| paign in 25 local newspapers in Latin America, Alaska and Hawaii, and 
spot radio in those U. S. possessions. In addition, Selecciones Del 
Reader’s Digest, Mecanica Popular and the Army Times and Air Force 
Times will be used. 


| American Trucking Assns. Names Thompson 
| WasHincToN, Feb. 15—The American Trucking Assns. reportedly has 
appointed J. Walter Thompson Co. to handle its account, effective in 
May. Biow Co., New York, will continue to direct ATA advertising 
until that time. 


Deepfreeze to Put $850,000 into Spring Campaign 

| New York, Feb. 15—Deepfreeze appliance division of Motor Products 
| Corp., Chicago, announced at a press showing here that it will spend 
| $850,000 by June 30 promoting its home freezers and a new line of 
refrigerators. Newspapers will be used on a national basis for the 
first time, full-color pages in 15 consumer magazines, and pages to 
four-page inserts will appear in a number of business publications. 


| Roche, Williams & Cleary, Chicago, is the agency. 


® General Motors and General 
Electric ranked one-two last year, 
as they did in 1950. Procter & 
Gamble, sixth in 1950, meved in- 
to third place last year. General 
Foods, Distillers Corp.-Seagrams, 
and Chrysler were fourth, fifth and 


Chin & Lee Co. Switches to Kastor, Farrell 


New York, Feb. 15—Chin & Lee Co., manufacturer of canned and 
frozen food products, has appointed Kastor, Farrell, Chesley & Clif- 
ford to take over its advertising. Tracy-Kent & Co. formerly had the 
account. Newspapers, radio and TV will be used. 

(Additional News Flashes on Page 69) 
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sixth, respectively, in '51 (they 
ranked third, fourth and seventh 
in 1950). 

Two advertisers dropped from 
the top ten last year. Ford went 
all the way from fifth to 14th, 
while American Tobacco slipped 
from eighth to 12th. Replacing) 
these two in the first ten were) 
Nationa] Dairy Products, in eighth | 
place, and National Distillers, in| 
ninth position, 

Rounding out the top ten for 
‘51 were Colgate-Palmolive-Peet, 
which moved up from tenth to 
seventh place, and Schenley In- 
dustries, which dropped from ninth 
to tenth. 


® The following companies, which 
were among the 100 leaders in 
1950, do not appear in the 1951 list 
(figures in parentheses show their 
1950 ranking): 


Celanese Corp. (95) 


Cudahy Packing Co. ‘87) 
International Shoe Co. (96) 
Kaiser-Frazer Corp. (89) 


Lehn & Fink Products Corp. (61) 
Motorola Inc. (70) 

Park & Tilford Inc. (91) 

Pullman Co.. (81) 

Alexander Smith & Sons (90) 

E. R. Squibb & Sons (92) 
Warner-Hudaut Inc. (97) 

The 11 companies replacing 


them in the 1951 listing are (fig- 
ures in parentheses are 1951 rank- 
ing) 
American Cyanamid (62) 
Atlantis Sales Corp. (98) 
Canada Dry Ginger Ale Inc. 
Fels & Co. (100) 
General Aniline & Film Corp. (97) 
H. J. Heinz Co, (82) 
Parker Pen Co. (99) 
Pittsburgh Plate Glass Co. (94) 
= Publicker Industries Inc. (96) 
enfield Importers Ltd. (92) 
Willys-Overland Motors (86) 
complete list of the 100 lead- 
magazine advertisers in 1951, 
their comparable advertis- 
expenditures for 1950, 1949 
1948, is in the next column. 


(71) 


h 


ew York, Feb. 14—In a happy 
2 statement, John J. Karol, v.p. 
charge of network sales, Co- 
h@mbia Broadcasting System radio 

ision, reports that renewals 

H new time sales since January 

bring in nearly $14,500,000 in 

ual gross billings. 

"his outstanding sales report 
for CBS radio for the first month 

952 is further evidence that ad- 
“vertisers, in their re-evaluation of 
all advertising media, are more 
and more convinced that radio 
still is their best buy in terms of 
cost, circulation and audiences de- 
livered,” Mr. Karol said. 

Twelve sponsors renewed 20 
shows and 12 others bought new 
time for 13 shows. “New” time 
buyers were Campana Sales Co., 
Ferry-Morse Seed Co., Genera! 
Foods, General Motors (two one- 
time broadcasts), Kellogg Co., Gil- 
lette Safety Razor Co. (Orange 
Bowl football game), Lever Bros., 
Pepperell Mfg. (one time), Phil- 
ip Morris & Co., Wander Co., Ad- 
miral Corp. and American Safety 
Razor Corp. 


WQAR Signs Air France 

The French Government Tourist 
Office (Benton & Bowles) and Air 
France (Buchanan & Co.) are co- 
sponsoring a twice-weekly musi- 
eal broadcast over WQXR, New 


York. Entitled “To France with 
Music,” the 25-minute program 
features Jacques Fray. | 


Deutsch Gets WINS Post 


100 Top Magazine Advertisers 


Listed below are the 100 leading advertisers during 1951 in 94 
general magazines and national farm publications. The tabula- 


tion is based on figures compiled by Publishers Information 
Bureau for the Magazine Advertising Bureau. Also shown is the 
amount spent by each company in magazines in 1950, 1949 and 


1948. Advertisers with an * were not in the 1950 list of 100 lead- 


ing magazine advertisers. 


Rank Company 1951 1950 1949 1948 
1 General Motors Corp.. $ 10,662,508 $ 13,412,202 $ 11,806,232 $ 8,545,885 
2 General Electric Co............ 9,758,272 8,453,200 5,480,714 7,932,935 
3 Procter & Gamble Co............ 7,255,146 4,898,509 4,747,326 5,048,111 | 
4 General Foods Corp............. 7,206,828 7,987,033 6,780,476 5,782,182 
5 Distillers Corp.-Seagrams ....... 5,911,054 5,434,597 5,574,237 6,018,592 
GG Go ccsccvepecnscee 4,674,592 4,475,117 5,176,002 4,473,128 
7 Colgate-Paimolive-Peet Co...... ° 094,128 3,627,834 3,928,420 3,692,274 
8 National Dairy Products Corp... .. 4,010,661 2,160,733 1,573,713 2,129,117 
9 National Distillers Products Corp. . 3,983,973 2,997,293 2,825,299 3,020,324 
10 ’ 3,847,952 3,895,726 3,750,536 
ll 2,947,172 2,636,017 3,266,272 
12 3,883,237 3,436,454 2,469,471 
13 3,324,478 3,307,654 2,846,537 
1 5,309,007 4,306,004 3,849,177 | 
15 3,031,337 2,982,155 3,053,200 
2,858,379 2,475,133 2,659.616 
17 3,107,080 3,196,934 3,237,348 
18 1,987,547 1,642,588 2,123,191 
19 2,657,041 3,261,001 3,586,038 
20 0. 2,184,839 1,710,258 2,411,629 | 
21 Swift & Co. 433, 3,435,766 3,133,555 4,532,963 
22 Liggett & Myers Tobacco Co...... 2,336,835 1,973,843 2,618,365 2,203,839 
23° General Mills Inc. 2,260.6 2,161,890 2,376,852 2,320,021 
24 Lambert Co........ 015, 2,068,601 2,080,918 1,643,860 
 < SPR peeyereey . . 1,808,333 2,037,239 1,648,175 
26 Pillsbury Mills Inc... 1, » 1,979,239 1,541,076 1,040,666 
27 Teas ascvesceusieses x : 2,587,370 3,659,608 3,763,350 
28 International Cellucotton Co. 902, 1,791,913 1,828,739 1,717,499 
ie {| PRR ese 897.2 1,614,065 1,362,600 1,418,912 
30 Eastman Kodak Co............. 1,842,303 1,803,205 1,924,840 1,830,326 
31 P. Lorillard & Co..... 798, 1,581,607 1,968,134 938,037 
International Silver Co. 1,792,374 1,706,220 1,583,823 1,478,745 
33° Andrew Jergens 1,771,474 1,783,343 1,987,403 1,502,493 
34 U.S. Rubber Co. 1,760,256 1,171,094 888,602 1,338,347 
35 Scott Paper Co....... 1,743,168 1,791,458 1,317,881 959,300 
36 Cluett, Peabody & Co........... 1,713,819 2,044,219 1,506,607 1,580,535 
37 Firestone Tire & Rubber Co...... 1,676,938 1,412,499 1,171,995 830,378 
38 Brown-Forman Distillers Corp... .. 1,671,014 839,234 516,260 720,145 
SP BBG Die cccccccnccsceses 1,655,737 1,815,495 1,241,783 463,236 
SD Be TR GR csccncccocsvcsss 1,655,247 1,780,811 1,081,139 1,003,214 
41 California Packing Co............ 1,655,236 1,704,281 1,537,194 1,235,210 
American Meat Institute........ 1, 394 1,370,049 954,648 597,614 
43 E. I. duPont deNemours & Co..... 1,579,285 2,426,588 1,519,897 2,034,495 
GD Tc cccetccceciccce 1,558, 382 1,459,042 1,486,150 1,330,080 
45 WNash-Kelvinator Corp........... 1,547,059 2,047,806 1,860,497 1,955,330 
46 B. F. Goodrich Co............ 1,538,091 1,532,895 1,816,416 2,150,456 
47 Sunbeam Corp................. 1,932,663 868,299 823,228 810,548 
48 Pond’s Extract Co............. 1,447,836 1,243,782 +1,272,772 11,234,609 
49 Radio-Keith-Orpheum Corp...... 1,440,327 1,486,204 1,345,392 1,802,332 
50 Oneida Ltd.......... 1,428,528 1,277,913 1,221,123 1,112,358 
51 Standard Brands Inc.. 1,422,453 926,252 268, 510.609 
Armour & Co........ 1,421,712 1,521,930 1,654,097 1,455,638 
53 S. C. Johnson & Sons 1,410,071 794,562 349, 321, 
Be GT BE Oise cover ccccccses 1,404,155 1,119,645 625,551 703,796 
5S Studebaker Corp............. ‘ 1,402,880 1,838,291 1,911,779 1,781,151 
56 “Vacuum Oi! Co. 1,382,809 1,652,425 334.0, 944,180 
57 National Biscuit Co............. 1,373,810 1,224,826 1,220,529 1,028,512 
58 Great Atlantic & Pacific Tea Co.. 1,356,447 1,295,285 1,336,443 1,460,838. 
59 International Latex Corp..... : 1,319,765 1,097,696 664, 120,940 
60 Sterling Drug Inc............ ‘ 1,319,171 1,748, 1,502,285 1,390,142 
61 U.S. Brewers Foundation........ 1,314,770 1,016,495 1,037,243 998.2 
62 *American Cyanamid Co......... ‘ 1,301,561 622,296 522, 540.7 
63 U.S. Government.......... 1,293,245 800,965 1,091,724 1,411,150 
64 Libby, McNeill & Libby......... 1,289,797 970,924 823,157 783,075 
65 Radio Corp. of America...... 1,285, 1,522,691 2 1,807,181 
66 American Home Products Co...... 1.271,344 1,317,041 1,097,924 769,830 
GF GD Gioccccatsceccccsesce 1,262,505 -976,788 1,670,954 1,191,007 
68 Armstrong Cork Co......... os 1,226,104 1,322,697 302,777 1,163.7: 
69 Borg-Warner Corp..... 1,219,741 891,772 913,883 1,479,416 
70 Champion Spark Plug Co........ 211,234 .900 080 1,026,732 
71 *Canada Dry Ginger Ale Inc...... 1,191,126 779,461 721,899 677,059 
72 Corn Products Refining Co...... 1,190,275 985,271 1,160,474 1 955 
73 Union Carbide & Carbon Corp.... 1,166, 100 1,454,185 1,478,004 
74 American Radiator & Standard 
DE. seveveddv ceed vate 1,152,059 3,288 792,627 992,38 
ee Be Ce keccccoxnes 1,139,209 959,414 759, 649,115 
76 Zenith Radio Corp.............. 1,127,766 1,134,228 875,734 1,115,730 
We WEED Pcs nccccccuvsveceess 1,125,412 948,4 164 1,624,847 
78 Seven-Up Co............... 1,123,742 1,101,747 916,478 833,330 
79 Gillette Safety Razor Co........ 1,101,883 1,197,103 1,229,842 1.711, 
80 Glenmore Distilleries Co..... 1,092,352 74, 1,062,715 1,138,492 
81 Simmons Co. (N.Y.C.)..... 1,087,427 3, 1,001,255 1,509,585 
82 *H. J. Heinz Co... ES Te 1,086,654 712,799 1,236,647 1,600,479 
83 Aluminum Co. of America....... 1,086,638 961.650 148, 1,017,449 
84 Metropolitan Life Insurance Co... 1,060,276 1,091,815 1,125,693 1,075,136 
et Se Do cacecccesccsis 1,054,238 1,159,220 928,200 AL 
86 *Willys-Overland Motors Inc. 1,047,538 96,6' 882,881 918,420 
87 Joseph Schiitz Brewing 1,040,840 1,361,252 1,477,954 1,307,869 
88 Ethy! Corp.. sesthnductend 1,031,445 1,222 864,915 747,785 
89 Sherwin-Williams Co... 1,016,038 839,575 263.625 490,977 
ee rae 1,015,219 891,704 1,125,879 1,053,562 
91 Dow Chemical Co............ 1,011,226 793,703 57 535,407 
92 *Renfield Importers Ltd...... 1,010,671 ‘ 1, 785,174 
93 International Harvester Co.... 1,006,742 1,216,476 1,414,545 1,209,962 
94 *Pittsburgh Plate Glass Co... 1,002, 27.6. 723,810 756,175 
95 Admiral Corp. TT TTT 990,910 1,023,659 696,195 793,112 
96 *Publicker Industries Inc..... 990,612 435,366 334,803 838,643 
97 *General Aniline & Film Corp... 967,645 791,325 676,175 567, 
98 *Atlantis Sales Corp............ 960,226 746,437 735,659 936,014 
Sp CN BED Dike cc cn csccacccese 920,803 538,524 605, 350 915,506 
100 *Fels & Co...... gn asteaueson 917,270 1,648 629,231 620,831 
iiiedt Vet unakbieol $204,262,494 $193,031,341 $180,256.850 $178,704,172 


Total 
tlamont, Corliss & Co.—Pond’s products only. 


Hall Launches Ad 
Drive to Support 
New Instant Coffee 


Boston, Feb. 13—Victor instant 
coffee is being introduced—via 
600- and 250-line newspaper ads 
and radio spot announcements—in 
more than 15 upper New England 
markets by Martin L. Hall Co. 

The company, which has mar- 
keted coffee in the area for many 


Harold K. Deutsch has been ap-| years, is headlining its announce- 
pointed sales promotion manager | ment ads, “We waited and waited 
of WINS, New York. He formerly and waited.” Body copy explains 
was in the editorial departments| that the company conducted very 
of the New York News and the| intensive and very careful product 
Cleveland Press. |research before introducing the 


instant coffee. 
4 ~: pe oy 5 Lissa talie Current plans call for introduc- 
a , > 


__ , tion of the product throughout 
vision producer in recent years and Re 

formerly of J. Walter Thompson New England. In addition to the 
: newspaper ads and radio spots, the 
Hall company is undertaking a 


Co., is the new TV sales manager 
of Transfilm Inc., New York. 


trade publication campaign on the 
coffee. 
John C. Dowd Inc. is the agency. 


General Mills Buys Radio 


General Mills, Minneapolis, has 
bought participation sponsorship, 
under ABC’s Pyramid Plan, in 
three of the network’s radio pro- 
grams—“The Top Guy,” “Defense 
Attorney,” and “Stop the Music.” 
The food manufacturer will carry 
the second 15 minutes of the lat- 
ter show. Tatham-Laird is the 
agency. 


RCA Victor Cuts TV Prices 

RCA Victor division of Radio 
Corp. of America, Camden, N. J., 
has reduced the price of two video 
receiver models—in one case as 
much as $30—“to give added sales 
and promotional momentum to the 
current line.” Two other sets are 
now being offered at the former 
price, with a base thrown in for no 
additional cost. 


Advertising Age, February 18, 1952 


EVER DREAM 
OF SPENDING 
A MILLION 
DOLLARS? © 


tna time | 


tax dollar 


which your Fediera) Government 
Spent in the perma from August 198, to January | 


oF caurrenare 


ro ee ee ee ee 


REPRINTS OFFERED—In a one-time switch 
from its famed institutional series ex- 
plaining our economic system, Union Oil 
Co., Los Angeles, ran this ad in all 
dailies in the West, and will use it in 
Life and U. S. News & World Report 
just before income tax deadlines. Foote, 
Cone & Belding is the agency. 


Minnesota Mining 
Applies ‘Scotch’ 
to All Its Tapes 


St. Paut, Feb. 13—Minnesota 
Mining & Mfg. Co. has launched a 
new advertising campaign designed 
to extend its brand name— 
“Scotch”-—to all of its tape prod- 
ucts. 

Louis F. Weyand of Detroit, v.p. 
and board member of the com- 
pany, has been promoted to execu- 
tive v.p. to head a new group 
which will seek to win new mar- 
kets for all types of tapes made 


| by the company. 


John A. Borden, v.p. and general 
manager of the cellophane tape 
division, has been appointed sales 
and marketing consultant under 


| the new program—which will re- 
sult in a coordination of promotion 


activities for cellophane, industrial, 
masking, gummed paper, electrical 


| and sound recording tapes. 


Hubert J. Tierney has been ap- 
pointed v.p. and head of the 
group’s manufacturing and product 
research and development work. 


BIRMINGHAM, ALA., Feb. 12—M. 
R. Wilson, general sales manager of 
Thor Corp., said here last week} 
that today’s manufacturer of con-| 
sumer products is wasting “both 
time and money” by relying on 
mass distribution. 

Mr. Wilson told the Birmingham 
Sales Executives Club that com- 
panies could achieve better results 
by being “highly selective” and} 
concentrating on the dealer who) 
sells rather than stocks their prod- | 
ucts, 

| 
® As an example, he pointed to his | 
own company and disclosed that 
the Chicago appliance manufac-)| 
turer has eliminated almost 75% 
of the dealers on its books during 
the past two years. At the end of 
1949, reported Mr. Wilson, Thor 
had 22,000 dealers; now it has only 
6,000. He said this program of se- 


Mass Distribution Called Wasteful; 
Thor Finds Fewer Retailers Sell More 


lective distribution has brought 
the following results: in 1949, the 
average Thor dealer gave the com- 
pany 6% of his business; in 1950, 
the selected Thor dealer gave the 
Chicago firm 25% to 30% of his 
volume, and in 1951, Thor’s share 
of the dealer’s volume rose to 45%. 

Mr. Wilson said that under mass 
distribution “80% of the dealers 
merely stock, rather than sell, the 
manufacturer’s products, and con- 
tribute only 20% to the manufac- 
turer’s total sales volume.” 

He added that this “leaves 20% 
of the dealers doing 80% of your 


| business. Under selective distribu- 


tion, you discard the dealers ‘in 
name only’ and concentrate all of 
your attention—sales help, sales 
training, advertising and promo- 
tion—on the dealers who have 
proven they are willing to work at 
their trade.” 


RicHMonpD, Va., Feb. 12—Sales 
people are always talking about the 
need for the salesmen to know the 
product they are selling, so the 
Rish Equipment Co. decided to do 
something about it. 

The company held its 1952 sales | 
conference here and, instead of the 
usual round of cocktail parties and 
meetings in smoke-filled rooms, | 
the sales staff donned work clothes | 
and spent four days operating | 
$250,000 worth of equipment. 

Scene of operations was a 20- 
acre gravel pit. The equipment ar- 
mada included everything from 
small water pumps and air tools to 
huge power shovels and a 20-ton 
crawler tractor, largest of its kind 
ever built. A score of company 
executives joined the entire 60- 
man sales staff in the project. 


| 
|s Equipment handled by the white- 
collar employes is distributed by 
| Rish in a six-state area from its 

offices at Charleston, Clarksburg | 
}and Bluefield, W. Va., Cincinnati, 
| Richmond and Roanoke. 

The sales force stayed at a 
downtown hotel and was roused | 

| every morning at 6:30 so they 
| could be on the job at 8 a.m. Spe- 
cial buses took them to the gravel | 
pit and a large tent was erected 
to serve hot lunch at noon. 

The equipment was arranged in 
eight sections and the Rish men 
divided into eight groups of eight 
men each, Every group spent four 


20-Ton Tractor with a Salesman on Top; 
Rish Sales Meeting Gives That Picture 


hours in each section. Thus every 
half-day a class would “graduate” 
and move on to the next section. 


® Manufacturers sent experienced 
instructors to supervise the opera- 
tion and each group was put in 
charge of a “sergeant” whose most 
important function was to serve 
as a safety engineer. As a result 
there was only one serious injury: 
an assistant manager got his hands 
caught in a power winch two hours 
before the windup of the four-day 
project and had to be hospitalized. 

“Operation Field Experience” 
was a great success, according to 
the man who conceived it—H. D. 
Anderson, Rish v.p. and general 
manager. Two years ago Mr. An- 
derson had another unusual sales 
meeting in which he took the staff 
on a 10-day, 2,300-mile tour of the 
midwestern manufacturing plants 
which make the equipment Rish 
sells. 


| Moore Joins Tyson & Co. 


Joseph C. Moore, formerly with 
National Broadcasting Co., has 
been appointed to head all pub- 
licity and editorial writing on be- 
half of its clients for O. S. Tyson & 
Co., New York. 


Two Join N. W. Ayer & Son 
Clifford Hankin, a free lance 
writer, has joined the information 
services department of N. W. Ayer 
& Son, Philadelphia, Andrew Mit- 
telbrunn, free lance artist, has 
joined the agency’s art department. 
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White-Ring Tire 
to Bow April 1 


AKRON, Feb. 13—General Tire & 
Rubber Co. has slated a national 


magazine, newspaper and radio-| 
TV campaign for its new scuff-re- | 


sisting “whiteway” tire. 

The white-ringed sidewall, “the 
most revolutionary change in tire 
appearance in 25 years,” will be 
unveiled on NBC’s hour telecast 
of the 5th Ave. Easter parade, 
hared by General Tire and Lever 
Bros. Co. (AA, Feb. 11). 

D’Arcy Advertising Co., Cleve- 
land, is the agency for General 
Tire. 


# On the Easter program, John 
Fredericks, famed millinery de- 
signer, will produce a “whiteway” 
hat, coupling the idea of auto fash- 
ions with milady’s. 

General’s new tire has nine con- 
centric white rings separated by 
ridges of black rubber on the side- 
walls. The black ribs protect the 
white valleys from curb smears. 
When rolling, the black rings give 
an illusion of disappearing and 
the tire looks like a conventional 
whitewall. 

It will be offered as a successor 
to General’s present whitewall 
tire in the campaign going into 
gear April 1. Copy will stress its 
beauty and performance and the 
“revolutionary” change in tire de- 
sign. The promotion will continue 
into early summer. 


s General Tire will use its regular 
cycle of magazine advertising with 
four-color pages appearing month- 
ly in Newsweek, The New Yorker, 
The Saturday Evening Post and 
Time. 

Newspapers will be used in Gen- 
eral dealer areas, with radio spots | 
and TV one-minute films em- 
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INTERNATIONAL 
HARVESTER 


3-WAY REFRIGERATOR—Tri-Matic defrosting, femineering ane inside and outside 


color are featured in this International Harvester Co. four-color 
appear in the March 1 issue of The Saturday Evening Post and 


‘ead, which will 
March 3 issue 


of Life. Aubrey, Finlay, Marley & Hodgson, Chicago, is the agency (AA, Feb. 4). 


D. C. Transit Radio Contends Broadcasts 
Are Entitled to Constitutional Protection 


WasHIncTon, Feb. 13—Wash- 
ington Transit Radio today told 
the Supreme Court its broadcasts, 
including the commercials, are en- 
titled to the full protection of con- 
stitutional provisions guaranteeing 
freedom of speech and press. 

In a brief asking the court to 
reverse a lower court decision 
which would block broadcasts on 
street cars and buses of the Capi- 
tal Transit Co., Transit Radio con- 
tended the court of appeals had 
relied, in part, on a misinterpreta- 
tion of earlier decisions which ap- 
peared to prevent advertisers from 
claiming coverage under the First 
Amendment. 

Transit said the section of the 
lower court decision holding that 
advertising is not guaranteed free- 


| dom of speech and press was based 


on an old case in which the Su- 
|preme Court upheld the right of 
| municipalities to control distribu- 


ployed in present markets and key | | tion of advertising handbills. 


metropolitan areas. 
Trade advertising will be based | 


on General’s regular schedule of|# “The scope of this decision (Val- 


trade publications. 


entine vs. Chrestensen) has since 


Mobile Kiddie Rides Are Sales Stimulator 


New York, Feb. 12—Until re- 
cently, the Mobile Kiddie Ride 
Corp. specialized in church func- 
tions and organizational affairs— 
sending around its fleet of truck- 
mounted merry-go-rounds and 
whip rides. 

Now Mobile has decided to ex- 
pand into “outdoor advertising and 
sales promotion.” The decision 
came recently, after a season of 
experimenting to find out if the 
kiddie rides would bring people 
to a given location and stimulate 
sales. 

Since last March, Mobile says 
it has been able to do just that 
for grocery chains, variety stores, 
drug chains, gasoline stations and 
department stores. Grand Union, 
Socony-Vacuum, Whelan Drug and 


truck fleet to give free rides at 
special sales. 


# A Mobile ride-truck can “ser- 
vice” at least 2,000 children a day. 
“We can ride up to your location 
and provide a complete miniature 
carnival, with no costly setting-up 
or tearing-down required,” said 
Marrett B. Seidel, v.p. 

“Our prices,” he added, “are 
sealed according to the length of 
time we are used, ranging from 
$50 to $65 a day per unit. This in- 
cludes a driver-operator, insur- 
ance, special licenses and permits, 
music amplified and transmitted 
through loud speakers. We are also 
equipped to play recordings of 
sales messages, commercials and 
jingles.” 

Mobile also supplies clowns, pen- 


other outlets have used the 11-| nants, souvenirs and the like. 


been clarified” (the brief said), 
“by the ruling in Jamison vs. Tex- 
as that the mere presence of ad- 
| vertising matter on a_ handbill 
|containing other matter cannot 
subject distribution of the handbill 
to prohibition. 

“It therefore appears that the 
true statement of the law is not 
that the First Amendment does not 
protect commercial advertising, as 
the court of appeals concluded, but 
that a legislature may in the exer- 
cise of its legitimate police power 
limit the distribution of any com- 
munication containing no bona 
fide message other than advertis- 
ing.” 

The content of broadcasts car- 
ried on Transit Radio cannot be 
described as of a predominantly 
commercial nature, the brief con- 
tinued, since advertising messages 
occupy no more than six minutes 
in each hour. 


® Pointing out that these mes- 
Sages are necessary to provide the 
revenue which supports broadcast 
of music, news, weather forecasts 
and public service features, the 
brief warns “where governmental 
action has the effect of restricting 
the means of communication by 
affecting advertising revenues, 
grave constitutional questions are 
raised.” 

Arguments in the case are to be 
heard by the court when it reas- 
sembles March 3. A final decision 
is anticipated before the summer 
adjournment. 

Transit’s brief—also signed by 
Capital Transit Co. and the Pub- 
lic Utilities Commission of the Dis- 
trict of Columbia—denies that rid- 
ers have a freedom “not to listen” 
implied in the Constitution. 

“At least on par with that free- 
dom,” the brief asserts, “is the 
freedom to listen which can be as- 
serted by those passengers who en- 
joy transit broadcasts.” 


FC&B Appoints Three 

Desmond F. Marquette, who has 
just returned from India after 
completion of a directorial assign- 
ment for the State Department, 
has been appointed director of film 
production for Foote, Cone & Beld- 
ing, Chicago. Perry M. Thomas, 
formerly director of sales training 
at Bell & Howell, Chicago, has 
joined the agency as technical and 
administrative assistant of broad- 
casting operations. Lincoln 
Scheurle, formerly radio-TV di- 
rector of Hugo Wagenseil & Asso- 
ciates, Dayton, O., has been ap- 
pointed assistant production su- 
pervisor in the radio-TV depart- 
ment. 


Two Join Weintraub Agency 
Robert Lehman, formerly with 

MclIilhenny Co., and George R. 

| Christie Jr., previously v.p. and 


FUN FOR KIDS—Opening of a Grand Union market is attended by free merry-go- general manager of Robert Ensco 

round and whip rides for the youngsters, furnished by Mobile Kiddie Ride Corp., | Inc., have joined the marketing de- 

Bronx, N. Y. Mobile rents its trucks to outlets like this to help boost traffic and stimu- 
late sales. 


| partment of William H. Weintraub 
& Co. 


| papers—“double _ billing” 
| operative advertising—got a real 
| workout Saturday at 


Cotumsia, Mo., Feb. 12—One of 


| the sorest spots in the relationship 
| between advertisers, agencies and | 


the smaller daily and weekly news- 
of co- 


the 1952 
Newspaper Advertising Clinic here 
sponsored by the Missouri School 
of Journalism in cooperation with 
the Missouri Press Assn. and the 
Missouri Newspaper Advertising 
Managers Assn. 

Leading the clinic discussion 
were Tom J. Connelly, executive 
v.p. of Krupnick & Associates, St. 
Louis agency, and Tom Gibbons, 
advertising manager of Magic 
Chef, St. Louis. 

Defining “double billing” as 
publishers’ practice of one bill to 
the retailer for his half of the 
space—usually at his local con- 
tract rate—and another bill to 
the national advertiser for the 
remaining space, frequently at 
a much higher rate, the panel 
leaders pointed out that most co- 
operative advertising contracts call 
for equally splitting the cost of 
such advertising. Under the double 
billing practice, the manufacturer 
frequently winds up paying far 
more than half the cost, sometimes 
up to 100%. 


@ Several publishers present 
frankly contended they were 
forced into such billing practices 
by key retail accounts, and that 
their only alternative to “going 


Maticossrosns Double Billing in Co-op Ads Stirs 
Panel Session at Missouri Clinic 


then let the retailer submit an in- 
voice to the manufacturer for his 
share. “In this way,” he said, “we 
can police our dealer. But we don’t 
feel it should be our responsibility 
to police the newspaper, too.” 

Policing of dealers who insist 
on “double billing” is extremely 
difficult at times, according to 
Mr. Connelly, because many small- 
er papers don’t publish their rates. 
He readily agreed that even where 
rates are published, the differential 
between local and national rates 
is frequently great. In such in- 
stances, he pointed out, it is not 
uncommon for the retailer to try 
to bill the manufacturer enough to 
cover the entire cost of the adver- 
tising, thereby getting a “free 
ride” himself. 


s Stressed by both of the panel 
leaders was the absence of audited 
circulation figures made available 
by many smaller newspapers. Mr. 
Gibbons contended that unprova- 
ble circulation throws a serious 
doubt over the publisher’s right to 
charge the rate he bills. 

While granting that many small 
publishers fail to publish audited 
circulation figures simply out 
carelessness, they are unnecessa 
ly penalized when newspaper li 
are prepared by agency media d 
partments, he said. 

He urged all publishers, ev 
though their circulation isn’t 
ficially audited, but is provable, 
make sure that such informatio 


along” was to forego the revenue.| along with their national rat 


Mr. Gibbons countered by point- | 
ing out that the logical “out” for | 


the publisher was to bill the re- 


tailer for the entire advertisement | 


at the latter’s local contract rate, 


appears in Standard Rate & Da 
Ayer’s Newspaper Directory, a 
other standard media referen 
sources. 

(Continued on Page 67) 


Stopped Cosmetic 
Ad Allowances May © 
Violate Freeze: OPS 


WasHINGTON, Feb. 13—The Of- 
fice of Price Stabilization today 
warned cosmetic industry members 
that they may be violating the 
price freeze if they discontinue 
advertising and promotional al- 
lowances which have been offered 
to some of their customers. 

Where the allowance has not 
been a part of the conditions of 
sale, or where it is given only for 
services actually rendered by the 
wholesaler or retailer, it can be 
stopped without violating price 
control regulations, OPS said. 

But allowances which are grant- 
ed regardless of the performance 
of services by the wholesaler or 
retailer, or in turn for “nominal” 
services, will be considered as 
price discounts, OPS said. The 
agency contends that the elimina- 
tion of services of this kind would 
constitute an unauthorized price 
increase. 


8 The warning was issued to help 
cosmetic industry members adjust 
to the trade practice rules which 
were issued by the Federal Trade 
Commission, and became effective 
Feb. 1. 

These rules declare it an unfair 
trade practice for a cosmetic man- 


ufacturer to pay advertising or) 


promotional allowances to or for} 
the benefit of a customer, unless 
such payment is made available 


on proportionately equal terms to! 


all customers competing in the 
distribution of the manufacturer's 
product. 

OPS said the question of wheth- | 


| arises,” it stated, “the matt 
should be referred to OPS for d 
| cision.’ 

As bias of advertising a 
lowance, OPS mentioned su 
practices as a manufacturer payi 
in whole or in part the cost of 
retailer’s or wholesaler’s prom 
tional or display advertising, t 
cost of demonstrators and the o 
fering of premiums to clerks 
sales personnel of sellers. 


Goosefeathers Are 
Not Horsefeathers, 
Announcer Learns 


WASHINGTON, Feb. 14—Disc 
Jockey Milton Q. Ford has been 
exhorting listeners to WWDC, 
Washington, to call various clients 
who want to demonstrate TV sets 
in their homes or give a free esti- 
mate on upholstering. In a weak 
moment this noon he quipped, 
“The first two people calling Ster- 
ling 3800 (our studio) will get 
two pounds of goosefeathers.” 

It wasn’t until after the switch- 
board began buzzing that Ford dis- 
covered that goosefeathers are 
useful—and hard to get. 

Now he’s trying to convince lis- 
teners it was all a joke. 


Schlitz Adds Duties 

Harold E. Schlitz, sales promo- 
tion manager of Hoover Co., North 
Canton, O., manufacturer of elec- 
tric cleaners, and head of the pho- 
| tographic, art and editorial de- 
| partments, has been appointed to 
the additional duties of director 
of the public relations and heme 
| economies departments. These de- 
partments were formerly headed 
| by H. W. Hoover Jr., who has been 
| promoted to field sales manager. 


er a particular promotional ar-| 


rangement is an advertising al- 


lowance, rather than a price dis-| 


count, will depend on the facts in 
the individual case. “Where doubt 


|Four A’s Adds Aylin 
Aylin Advertising, Houston, has 
| joined the American Assn. of Ad- 


vertising Agencies. 
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Sunkist Growers 
Is New Name for 
Fruit Exchange 


(Continued from Page 1) 


Southern California Fruit Ex- 
change. In 1905, as fruit production 
in central California became a 


factor in the industry, the name 
was changed to California Fruit 
Growers Exchange. 

The use of “Sunkist” as a trade- 
mark began in 1908. Since that 
time, over $61,000,000 has been 
spent to advertise the name. Sun- 
kist officials feel that the force of 


this advertising has had much 
to do with the increase of per 
capita consumption of oranges 


from 12 in 1893, to 160 today. Cali- 
fornia and Arizona harvest almost 
100% of the lemons produced in 
the United States, and are impor- 
tant factors in grapefruit produc- 


tion. 

Sunkist Growers markets the 
fruit of 14,000 producers in Cali- 
fornia and Arizona. This represents 
approximately 75% of the total 
production of the two states, and 
the f.o.b. value of the 1951 crop 
marketed by Sunkist was in excess 
of $150,000,000. 


Ohio Shopping Center Planned 


Raymond Loewy Corp., New 
York, a division of Raymond 
Loewy Associates, industrial de- 
signer, will start construction in 
the spring on a compact shopping 
district, Park West Center, in 
Mansfield, O., for Lemley & Welsh, 
Mansfield. The center will be com- 
posed of eight buildings covering 
an area of about 165,000 sq. ft. 


Dagmar Chemical Boosts Two 


Dagmar Chemical Co., Glen- 
brook, Conn., has promoted Donald 
F. Martin, New England regional 
sales manager, to general sales 


manager, and Dr. Thor J. G. Lon- 
ning, laboratory and product de- 
velopment manager, to director of 
research and manufacturing. 


' Westinghouse Signs 
All DuMont Stations 


New York, Feb. 15—For weeks 
now there has been a three-way 
struggle among Admiral Corp. 
(ABC-TV), Philco Corp. (NBC- 
|TV) and Westinghouse Electric 
Corp. (CBS-TV) for political con- 
vention coverage on WDTYV, Pitts- 
| burgh’s only TV station. 

This week Westinghouse 
emerged as victor with the sign- 
ing of all DuMont’s owned and 
operated TV stations—WTTG, 
Washington, and WABD, New 
York, as well as WDTVY—to carry 
both the Republican and Demo- 
cratic conventions. Also covered in 
the contract was DuMont’s Chi- 
cago affiliate, WGN-TV. 

DuMont’s original project for 
programming the party confab in 
cooperation with the editors of 
Life and selling the coverage to 
stations on a co-op basis fell 
through. In the face of hot bidding 
from the three competing net- 
works, DuMont was unable to 
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“Had to import the Swami to keep up with Sales 
since selling all lowa through the Des Moines Sunday Register!” 


It's no trick... 


chalking up big sales in lowa. Not when you 


put the Des Moines Sunday Register to work for you! 


This single selling medium gives you a// lowa coverage. It 
delivers the best part of both parts of this market of 242 million 
people who buy 342 billion dollars big—the urban part which 
outspends cities like Philadelphia, Boston, San Francisco—and 
the farm part that’s consistently America’s greatest. 


Family coverage in 79 out of lowa's 99 counties is an amaz- 
ing 50% to saturation. In 12 counties more it's a high 40% to 
49% ... and nowhere else is it below 21%. 


All this selling opportunity 


is yours for a milline rate of 


$1.86 in the Des Moines Sunday Register. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1951: 
Daily, 371,459—Sunday, 536,752 


THE DES MOINES REGISTER anno TRIBUNE 


Gardner Cowles, President 


Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tos Angeles and San Francisco 


Advertising Age, February 18, 1952 


line up a sufficient number of sta- 
tions to make the venture worth 
while. DuMont’s efforts to push) 
| through the plan also reportedly 
were hampered by the fact that) 
neither the Democratic nor Re-| 
publican party committees were 
particularly enthusiastic about a 
tie-in with Life, which has already 
endorsed one of the candidates, | 
Gen. Dwight D. Eisenhower, for | 
President. 
|@ First advertiser to sign for} 
sponsorship of the conventions, | 
Westinghouse early last month! 

(AA, Jan. 7) announced plans for | 
coverage on CBS, radio and video. 
In addition to both party conven- 
tions, Westinghouse will carry a 

13-week series of “get-out-the- 
vote” broadcasts and election night 
| returns on Nov. 4. At that time it 
was estimated that the radio-TV 
programs would cost the appliance 
maker more than _ $3,000,000 
through Ketchum, MacLeod & 
Grove. 

The pre-convention series and 
election night programs are in- 
cluded in the DuMont-Westing- 
house coverage. Though details 
have not yet been completed, it is 
expected that the four DuMont 
stations will carry a Columbia feed 
| on all these broadcasts. 

The Westinghouse DuMont buy 
means two-station coverage for the 
advertiser in three TV markets— 
New York, Washington and Chi- 
cago. Columbia is still in three 
TV markets—New York, Washing- 
ton and Chicago. Columbia is still 
|clearing stations for the video 
lineup. 

At first Westinghouse planned to 
buy a limited group of Columbia 
jradio stations on the 
| facilities plan, but has since de- 
cided to carry the full network. 


Gould-National Names Walsh 

| Gould-National Batteries Inc., 
Trenton, N. J., has appointed 
|George F. Walsh, formerly with 
Baldwin-Lima-Hamilton Corp., 
Eddystone, Pa., sales promotion 
| manager. 


| Gordon-Allison Names Hoke 
Allen R. Hoke, formerly a de- 
partment store publicity coordina- 
tor in Atlanta, has been appointed 
an account executive of Gordon- 


selective | 


‘Cosmo’ Starts 
Ad Refund, on 
Monthly Basis 


New York, Feb. 14—Cosmopoli- 
tan has announced that (1) it has 
failed to make its 2,000,000 rate 
base in nine of the 12 issues of 
1951 by an average of 44,000, and 
will rebate to advertisers, although 
the 2,000,000 was not guaranteed; 
(2) during 1952, Cosmopolitan 
will guarantee 2,000,000 month- 
by-month, rebating on a pro rata 
basis for any months it fails to 
make the guarantee. 

Further, the magazine will niake 
the rebates at the card rate, both 
in the case of 1951 refunds and 
any which might occur in the 
coming year, and agency commis- 
sion on space will not be affected. 

Harry M. Dunlap, publisher of 
Cosmopolitan, attributed the fail- 
ure to make the rate base to the 
magazine’s policy of deperding 
on full rate subscriptions and 
newsstand sales. 


a Newsstand now accounts for 
30% to 35% of the magazine’s 
total circulation. This is about the 
prewar composition of Cosmopce!i- 
tan’s circulation. The magazine 
has sold for 35¢ since 1942, and 
intends to stay there, despite two 
tests of a 25¢ price in 1950. Its 
2,000,000 rate base was established 
in 1947. 

It takes about 60 days to de- 
termine an issue’s total circulation, 
Mr. Dunlap explained, but in the 
future—should any particular is- 
sue fail to make the guarantee— 
checks will be sent to agencies 
payable to advertisers promptly, 
once the issue’s circulation is es- 
tablished. 

General practice in the maga- 
zine business is to establish a rate 
base or guarantee on the six- 
month averages of circulation de- 
livered; it is thought that Cosmo- 
politan’s new offer may be the 
first of its kind. 


Willson Named Ad Head 


Allison & Co., Atlanta agency. 


Engineers Set Annual Meet 

| The Society of Industrial Pack- 
| aging and Materials Handling En- 
| gineers has set its 7th annual ex- 
position for Oct. 14-16 in Chicago. 


R. Thomas Willson, formerly 
| head of publicity and sales promo- 
{tion for Yale & Towne Mfg. Co., 
has been appointed advertising and 
sales promotion manager of Baker- 
Raulang Co., Baker industrial truck 
division, Cleveland. 
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... good planning holds down 
costs. McCormick & Co. 
introduced their new Cinnamon 
Sugar in an inexpensive shipping 
carton equipped with this 
attractive, full color back panel. 


Additional cards, identical in theme 


but sized to fit the big McCormick 
floor stands already in the stores, 


are also supplied. Result: the small 


unit gets this new item on bread 
counters. The bigger back panels 


get it additional display in the floor 


stands. This is but one of many 
successful double-duty 
display ideas... 


Sales Engineered by 


CONSOLIDATED 


Lithographing Corporation 
MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Man Office and Plant Glen Cove Rd Corie Place | | 
Soles Offices in Philadelphia, Chicago, Loursville and Tampa 
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446,000 refrigerators are owned 


by Herald Tribune families. 


103,000,000 corties of beer and ale 


are bought yearly for home consumption by 
Herald Tribune families. 


571 ,000 toasters are owned 


by Herald Tribune families. 


190,000 pianos are owned by 


Herald Tribune families. 


Statistical Source: Herald Tribune Continuing Home Study—uniquely complete analysis of 


@ newspaper's audience. For further data, write te Herald Tribune Market Research Department, 230 West 41st Street, New York 18, N. Y. 


4th of a Series! 


BUYS BIG! 


Soundest test for any market is its economic ability — the earning and 
spending power that enables some people to buy more, buy first, 

buy oftener . . . at all price levels! In New York this Quality Market is the 
Herald Tribune... an audience of best customers because — 

66% of them have incomes over $5,000 a year!. ..95°% have one or more 
savings accounts! ..60°% are in business management! .. . and 

49°, own their own homes! In families, the Herald Tribune market is 

bigger than St. Louis and Pittsburgh combined. In buying power it is 

more than twice as big as those two cities combined! The Herald Tribune market 
can afford to buy big and, as the figures at left indicate, it does 

buy big! Get all the details about New York's Quality Market... now! 


Herald Tribune 


6,375,000 books a year are 


bought by Herald Tribune families. 
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Some Questions Answered 


on the Atlantic 


PUBLIC INTEREST ADVERTISEMENT 


The new technique for communicating ideas 


in the field of Public Relations 


What is a Public Interest Advertisement or ‘‘Advertorial’’? 


An “Advertorial” is a paid advertisement in the Atlantic written 
from an editorial viewpoint. Its essential purpose is to inform the 
thoughtful reader . . . to allow him to participate in the final con- 
clusion by sharing with him all the background data and the sup- 
porting evidence. Its outstanding characteristics are reasonableness, 
completeness, clarity, and an appeal to the reader’s intelligence. 


What subjects are suitable for presentation through this method? 


Any subject in which the public has an interest and where more 
complete understanding would help all concerned. 


Who is to pass upon the qualification of a given piece of copy as a 
Public Interest Advertisement? 


The Atlantic — both as to subject matter and treatment. 


What special service is rendered the advertiser using an Atlantic 

Public Interest Advertisement? 

(1) His advertisement is placed in the front of the magazine and 
carries the running headline “An Atlantic Public Interest 
Advertisement.” 

(2) Reprints will be sent by the Atlantic to 7500 key individuals 
in the fields of public information, government, and education. 


(3) One hundred reprints will be furnished free of charge. 

(4) Additional reprints will be furnished at cost. 

(5) Reference to the Atlantic Public Interest Advertisement or 
Atlantic Advertorial may be made by an advertiser using 
other media. 

What extra charge is made for these services? 

None. Regular rates with usual quantity discounts apply. 

Does this technique involve a schedule of such advertisements? 


No. When you have a situation requiring the understanding of the 
public, when you have something important to say — take the 
space necessary to say it — that is all. 


Do you place any limitations on the amount of such advertising you 
will accept? 

Yes. Space will be allotted in the order of application. 

Where can we find writers capable of handling such an assignment? 


Perhaps within, perhaps outside your own organization; Public 
Interest Advertisements may be written by any of the following: 
Public Relations Executives 
Public Relations Counsels 


Top Executives 
Advertising Agencies 

Outside Journalists* 
Does this plan permit variations or departures from the procedures 
outlined above? 
Certainly. As a magazine devoted to the needs and the tastes of 


individuals, we should be happy to discuss the needs of individual 
advertisers in applying the broad principles outlined herein. 


*Arrangements by the Atlantic if necessary 


If you would like examples of the application of the Advertoriai 
technique to a half dozen different public relations problems, the 
Atlantic will be glad to furnish additional information on request. 


THE Atlantic MONTHLY 


8 ARLINGTON STREET, BOSTON 16, MASSACHUSETTS 


Philip Morris Gets 


on FTC Ad Ruling 


| its cigarets are no less irritating 
| than competing brands (AA, Feb. 
} 11). 


Indefinite Delay 


WasHINGTON, Feb. 13—Philip 
Morris Co. filed official notice to- 
day that it wants the full Federal 
Trade Commission to review a trial 
examiner’s decision holding that 


The company’s action forces in- | 
definite postponement of the ef- 
fective date of the order, which 
would have stopped a number 
of important Philip Morris adver- 
tising claims. 

The case, dealing with the value | 
of moistening agents used by lead- 
ing brands to keep their tobacco 
fresh, began nearly 10 years ago. 
Last week, hearing examiner Ear] 
Kolb ruled that moistening agents, 
including the special one used by 
Philip Morris, do not affect the ir- 
ritating qualities of cigaret smoke. 


® The final decision in the Philip 
Morris case will be issued after | 
the full commission has heard the 
company’s objections to Mr. Kolb’s 
ruling. This decision can be ap- 
pealed to the federal courts. 

In a statement to the press last 
week, Philip Morris contended the 
examiner had relied on surveys | 
supplied by manufacturers of the | 
moistening agent used by its com- 
petitors. 

It contended that he ignored doc- 
umented studies which support its | 
claim that the special moistening 
agent used by Philip Morris re- 
sults in a less irritating smoke than 
the moistening agent used by its 
competitors. 


@ The Philip Morris case is sal 
last of a series involving the ads 
of major cigaret manufacturers, 
which FTC filed during 1942 and 
1943. Cases involving Old Gold 
and Camel were decided by FTC 
two years ago. 

The Camel case is still in the 
courts, and last week FTC made 
some technical changes in its Cam- 
el order, to bring it into line with 
instructions of the court of appeals. 


GIANT—Mennen Co. has introduced a 
giant economy size bottle of Baby Magic 
skin care, retailing at 98¢. Besides the 
regular magazine schedule, the new size 
will be promoted through tie-ins with 
Crowell-Collier’s “operation piggy bank,” 
breaking next month. Grey Advertising, 
New York, is the agency. 


Merritt Willey Appointed 
Kelso Norman Manager 


Merritt Willey, formerly a v.p. of 
Guild, Bascom & Bonfigli, San 
Francisco, and associated with 
Walter Guild of 
that organization 
for the past six 
years, has been 
appointed general 
manager in 
charge of agency 
operations for 
Kelso Norman 
Advertising, San 
Francisco. In ad- 
dition, he will be 
assistant to Kel- 
so Norman, own- 
er of the agency. 

Mr. Willey is well known as a 
merchandising and marketing man 
and account executive in the pack- 
aged food field. 


Merritt Willey 


Petok Joins McCann-Erickson 


Sam Petok, formerly on the 
public relations staff of Kaiser- 
Frazer Corp., Willow Run, has 
joined the public relations staff of 
McCann-Erickson in Detroit. 


Syman Joins ‘Argosy’ 

Stanley Syman, formerly with 
the New York Journal Ameri- 
can, has joined the advertising 
staff of Argosy. He will specialize 
in men’s wear advertising. 


in three weeks in 
_ New York—and ma 
plans to advert 


summer. However, 
as a result of your 
* convincing selling, 
_ + thousands of grocer 
have ordered all - 
winter long... it’ 
- wonderful job!’’~ 
— Realemon wrote | 
THE HOUSEWIVES’ — 
_ PROTECTIVE LEAGUE 
_ Most sales-effective 
participating / 
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MEDIA RECORDS 


LEADERS IN ADVERTISING IN THE U. S. 


LINAGE 


45,788,940 
45,466,900 
42,256,545 
41,223,199 
40,042,712 
38,081,593 
37,377,338 
37,088, 304 
36,894 ,050 
36,671, 355 


27,789,016 
26,663, 340 
25,186,036 
23,683,786 
22,543,197 
21,952,796 
21,372,404 
21,234 ,682 
20,298,062 
19,362,290 


8,928,971 
7,877,953 
5,921,266 
5,707,422 
5,406,670 
5,378,942 
5,337,909 
5,301,154 
5,149,226 
5,058,655 


2,557,587 
1,764,144 
1 


7,343,619 
’ 


13,350,506 
12,206,428 
12,015,893 
11,782,234 
11,235,735 


9,719,866 
9,395 , O44 


YEAR - 1951 
TOTAL ADVERTISING 
1. Milwaukee Journal ....ccccccesees 
2. Chicago Tribune .....cceccccecece 
3. Los Angeles Times ....-ccccececee 
Mew Bork TIS. sce dncscdsveseas 
5. Washington Star ...ccccccescceces 
6. Miomi Werala cece ccccvccccecseces 
7. Baltimore Sun ccccccccccccsssccce 
BSR ES aire ho tian 0 ot ts GS 
9. Philadelphia Inquirer ........... 
10. Houston Chronicle ...cecccrcecocece 
RETAIL 
1. New York News (See Note) ........ 
: 2. Paiwauhee Jourves .ccccccvessscees 
at Washington: SORP  <<.4cced ccs ds Prac 
S.  Citcene SM 6 ckivccicsasederce 
S BRL ore BO cas cecsstes isacces 
6. Los Angeles Times ........ saeweaneis 
Ts. TUMBTO CHremsGle® .cccccccnccsaes 
8. Dallas Times-Herald ............. 
9. New Orleans Times Pic. ........0.6 
OS —BRSTOLS BOWE. cécvcacses ee et Te 
GENERAL 
° a ee York Dames: 6 cs cad cans ccchue Pe 
D Ze Giedeneo TRIP 66 vcdsessdcadscss 
‘ 3. New York Herald Tribune ...... ee 
4. Philadelphia Inquirer ........... 
. 5. Milwaukee Journal ..... revere re 
6 6. Philadelphia Bulletin ........... 
D T. (Jew Angeles PIMA «<6 0000096006650 
5 Ae | er ee ee 
: 9. Atlanta Journal & Constitution .. 
H 10. Cleveland Plain Dealer .......... 
: AUTOMOTIVE 
(Pt a Se ri is ep ere 
2.  TDekidas Simee-ereIse. 2s ack daesices 
3. Rochester Democrat & Chronicle .. 
4, Milwaukee Journal ....ccccccceces 
5S. Buffalo Evening News .ccscccccces 
ee Se ee 8 eee 
1. TR2160 TOUS -cccdscuensanetects ives 
®&. Cleveland Plain Dealer .......... 
9. Rochester Times Union .........00. 
10. St. Louis Post Dispatch ......... 
CLASSIFIED 
de -- DOs Angesen: TIMSS. 2... 66s casekeen 
2. ee TG 6 6466 4408s > vases 
3. Chicagn Bee inv2cnctveskandens 
4, Milwaukee Journal ...........e0- 
Si TM TOC TIO anc cckats covececoes 
6... Sabredt MOUS ctiiscsécateodasssnne 
7. Philadelphia Inquirer .........6.6 
8. Cleveland Plain Dealer .......... 
9. Houston Gaemseds 60 cciccvicceses 
10. Minneapolis Star Tribune ........ 
NOTE:-New York News includes 6,563,026 lines 
of Retail split-run advertising. 
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Newspapers Don’t 
Do Enough Reader 
Studies: Rindlaub 


HARRISBURG, Pa., Feb. 14—News- 
papers do not make sufficient use 
of readership studies to show ad- 
vertisers the importance of news- 
papers to readers, Jean Wade 
Rindlaub, v.p. of Batten, Barton, 
Durstine & Osborn, toid 135 mem- 


NEW COLOR CONTROL 


PROCESS DEVELOPED! 


Our new color control process can be used 
for making duplicate pt any from colored art 
work, color prints of transparencies. 
We can ey color prints of unequalled 
brilliance from de 
tail, cleanness and color purity never before 
ja ape Ft eS 
'y detail therein and strengthen owed 
4 that is ordinarily lost in high! 
ereas, thereby bringing the whole subject 
in reproducible range, before plates are made. 
Wee for further information and prices 
CHARLES BURGESS 


Ellertson-Burgess 
518 Fifth Ave., S., Dept. 252, Minneapolis. Minn 


;readers like 


|}that and see what happens,” 


bers of the Pennsylvania News- 
paper Publishers’ Assn. advertis- 
ing conference last week. 

She suggested that newspapers 
use reader panels to find what 
or dislike about a 


newspaper and what they like 
more or less of. 
“Any paper which tells us, ‘We 


have an active panel of consulting 
housewives who read our paper 
and they'd like to try out your 
products and your recipes and 
consumer-jury your ads,’ boy! just 
try our agency with a service like 
she 
said. 


se “How many of you ever come 
to town with special stories about 
the page traffic all the way 
through your paper and what 
you're doing to make a special 
page or pages more attractive?” 
she asked, adding that magazines 
tell advertisers more than news- 
papers do 

Clarence W. Harding, president 
of the National Newspaper Pro- 
motion Assn. and public relations 


director of the Tribune, South 
Bend, Ind., told the conference 
that “effective newspaper promo- 
tion is one sure way of developing 
the increased volume necessary to 
provide additional revenue to pay 
the increased costs of publishing,” 
and he added that “newspapers 
are frequently referred to as the 


poorest-sold medium in _ the 
world.” 
“The trouble is,” he said, “we 


don’t tell people about our pulling 
power. .. We don’t tell them that 
newspaper advertising has been 
the backbone of almost every ad- 
vertising success you can think 
of.” 

Putting across that story is one 
way the promotion man can help 
the advertising department, he 
added. 


e Allen B. Sikes, field director of 
the Bureau of Advertising, Amer- 
ican Newspaper Publishers Assn., 
pointed up the great need for more 
education among manufacturers, 
salesmen, division and district men 
about the power of national news- 


Advertising Age, February 18, 


paper advertising in local markets. 

James T. Quirk, promotion 
manager of the Philadelphia In- 
quirer, said that every newspaper 
should try to become the basic 
source of market information in its 
own area. He held that it is easier 
for newspapers to compile such 
information than for anyone else. 
Actual and prospective advertisers 
would then be encouraged to come 
to the newspaper with confidence 
to solve their marketing and dis- 
tribution problems, he concluded. 

Sam D. Evans, advertising man- 
ager of the News, Lebanon, Pa., 
discussed the problems of selling 
local advertising for a special edi- 
tion. 


& More than 70% of a greatly ex- 
panded ad budget will be spent 
in newspapers in 1952 by William 
Schwartz & Co., Philadelphia man- 
ufacturer of Chips "N Twigs boys’ 
clothes, Harry Schwartz, treasurer 
and advertising director of the 
company, told the meeting. 

He said that his company has 
been using newspapers success- 


housing products. 


the entire year. 


1953 EDITION 


Closing date—September 15, 1952 
Distribution date—November 15, 1952 


It cannot get lost. 
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CATALOG PREPARATION 


If you are asking where you can find a staff of competent catalog 
designers, the time for catalog layout and copy writing or are con- 
cerned with the problem of catalog printing, the purchasing of paper 
or production supervision, you will find all your answers in the 
catalog preparation staff of INSTITUTIONS CATALOG DIRECTORY. 
This staff of catalog experts works only on mass-feeding and mass- 
When they plan your catalog they start from their 
intimate knowledge of your industry and your customers. This com- 
plete service is available for the preparation of your catalog. 


CATALOG DISTRIBUTION 


If you are asking where are your best prospects, or how you can put 
your catalog in their hands, or how you can make them use it after 
they receive it, or find it, or who is going to do the mailing, you will 
find the answer by distributing your catalog through INSTITUTIONS 
CATALOG DIRECTORY. Our knowledge of the mass-feeding and 
mass-housing industry places your catalog a the strategic points in 
the buying picture. Your catalog will be on duty and working for you 
It cannot become misfiled, 
always there, indexed, cross-referenced, bound with related products 
where the buyer will always see it at the right time. 


USE THE COMPLETE SERVICE OF .. 


it’s 


CATALOG 


and editing, to rough la 


Printing and binding to 


3. Distribution Service 


catalog material reaches 
dealers, 
institutions, 


4. Reprint Service 


are priced extremely low. 
Write today, 
details or 


finished photographs a 


our responsibility. Volume printing am 
purchases enable us to offer a price that you will like 


consulting engineers, 
leading hotels, 
YMCA's, colleges and schools; the strategic points in 
your buying and specifying picture. 


DIRECTO! 


Wsiliultois 


DIRECTORY 


1. Layout and Copy Service 


Our entire facilities are devoted to the production of 
your catalog, from the first conference to copy writing 
outs and comprehensives, to 
drawings. 


2. Printing and Binding Service 


ifications is 


your exact 5 
volume paper 


Through INSTITUTIONS CATALOG DIRECTORY your 
o! 


15,500 jobbers, wholesalers. 
architects, government 
hospitals, restaurants, 


With periodic revision at little or no cost we will supply 
at any time and in any quantity, separate up- -to-date 
catalogs for your own use. These reprints and preprints 


our representative will give you full 


a Your Advertising Augency 
STITUTIONS CATALOG. 


fit Os ik oe AO Se 


1952 


fully for eight years and will con- 
tinue to use them. 

The organization has allocated 
$200,000 for advertising for the 
first time in its history, about 
$30,000 over 1951, he announced. 

As a result, the entire Sunday 
Metropolitan Group of 22 pa- 
|pers has been included in the 
| 1952 budget. In addition, the com- 
| pany’s schedule in Life has been 
expanded to half-page, two-color 
insertions and its Parents’ Maga- 
zine schedule has been increased. 
Also, it will continue to use the 
New York Times Magazine. 


@ In Philadelphia, Mr. Schwartz 
disclosed to ADVERTISING AGE that 
the company, also for the first 
time, has initiated a cooperative 
advertising program to help en- 
courage its dealers to use more and 
larger newspaper ads. 

“We are setting no limit what- 
ever on our cooperative advertis- 
ing this year because we want to 
give it a chance to work,” he told 
AA. All Chips 'N Twigs copy will 
be slanted toward parents, and 
occasionally ads will be institu- 
tional to help promote the boys’ 
| clothing industry. 
| Harry Feigenbaum Advertising, 
| Philadelphia, is the agency. 


‘N. Y. Post’ Runs 
First R.O. P. Color 


| New York, Feb. 14—The New 
| York Post ran its first run-of-pa- 
| per color test in last Thursday’s 
paper, Chlorodent toothpaste (Le- 
ver Bros. Pepsodent division) tak- 
ing a page in green. Today’s paper 
carries a page in red for Gibson 
whisky (Schenley). 

Both advertisers are expected 
| to continue the test with the Post 
and next week will see two color 
| ads appear, one on Wednesday for 
a local department store, and the 
|other on Thursday for either the 
| toothpaste or the whisky. Color 
ads (full-page only) cost adver- 
tisers $1,450 (the Post’s b&w rate 
is $1,050). 

H. Rosen, advertising director, 
said the Post was not having much 
trouble with the usual r.o.p. color 
problems: slowing of press run 
and proper registration. He said 
the paper expected to step up the 
number of color advertisers in the 
near future. 

Mr. Rosen credited Sy Hess, v.p. 
of Schenley Industries, for help- 
ing the Post in experimental color 
runs. The Gibson ad was used in 
the experiments, appearing in blue 
—the color used by the Post in its 
front-page makeup. 


Lacher & Stockinger Dissolves 

Lacher & Stockinger, St. Cloud, 
Minn., has changed its name to 
Stockinger Co. following the ami- 
able dissolution of the partnership 
| of Joe H. Lacher and Ed L. Stock- 
| inger. Mr. Lacher has joined St. 
Cloud Engraving Co. as president. 
Mr. Stockinger is the sole owner 
of the new agency. 


| Agency Transfers Wolfe 
Charles H. Wolfe, radio-TV copy 
director of McCann-Erickson in 
New York for two years, will move 
to the agency’s Los Angeles office 
where his duties will be essential- 
ly the same. Ralph Koser, v.p. and 
copy group head, will take over 
the direction of radio-television 
commercials in New York. 


Se DISTRIBUTI 


STRIBUTION 


_ Fast, Easy, Low in Cost! 


Today's soaring sales costs call for your careful 
examination of the old tested, proved inde- 
pendent selling field. This plan has built 48- 
state distribution quickly and at remarkably 
low cost for many of America’s multi-million 
dollar industries . and hundreds of smaller 
firms. If your product or line can be sold by 
| personal demonstration, we invite you to secure 
a frank, experienced appraisal of your possi- 
bilities and future in the direct~ 

selling field. There is no cost or obligation to 
you. Write today tn detail. 


OPPORTUNITY MAGAZINE 
Dept. A-106, 28 E. Jackson Bivd., Chicage 4, Ll. 
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Look | 


Year after year | 


poco 
! 


1951 was the biggest year in | Look’s | 


grows bigger... 


history 


LOOK TOPS ALL MAJOR WEEKLIES 
IN POST-WAR GROWTH 


Since the war, LOOK’s rate of growth has had 


LARGEST ADVERTISING PAGE GAINS 


GAIN OR LOSS . . . 1951 vs. 1946. (Source: P.M.) 
no equal in the major weekly field. Of the big ada poms 
four magazines ... LOOK, Life, Post and Collier’s Look + 6 4 8 3 4 + 69 8% 
. 9/0 
... only LOOK has had both advertising 
| LIFE +502.72 + 14.2% 
page gains and circulation gains 
. a j POST +328.85 + 8.2% 
Pe. ] in every single year. LOOK has grown 
Collier’s — 817.87 —32.3% 


bigger each year because LOOK has grown 


better each year. In 1951, LOOK had the 


biggest year in its history, with 1577.80 


advertising pages, and a circulation of 


LARGEST CIRCULATION GAINS 


GAIN ... 1ST 9 MOS., 1951 vs. 1ST 9 MOS., 1946** 


3,224,042*. At right is the gain (or loss) record, —— PERCENT 
comparing 1946 with 1951, for all four magazines. Look +92 3,5 23 +39.9% 
* Publisher's estimate. 
LIFE +495,071 +10.3% 
a om bib ant in Collier’s +335,442 +12.0% 
i ! yet ais for last quarter of 1951. POST +242,870 y 6.5% 


4 And again in 1952: 
g LOOK offers the lowest cost per 1,000 readers 


Look... .62¢ Every issue of LOOK reaches 18,453,000 readers from 
coast to coast... one of the largest magazine audiences ever 
od Wl 67¢ assembled. Advertisers can address this vast audience with 
. full-page black and white sales messages at the rate of only 
POST..... 81¢ 62¢ per 1,000 LOOK readers. No other magazine. . . in fact, 
no other advertising medium . . . offers so large an audience 

Collier's .. .88¢ at 20 low a cost. 


SOURCES: Magazine Audience Group Study, 1949. Cost 
per 1,000 readers based 


on latest announced 1952 rates. 


Look 


GARDNER COWLES, EDITOR 


Most exciting 


magazine 


in America 
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HE OUTBUFFALOES BUFFALO 
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The Range Rider, in fact, outscouts em all— 
Buffalo Bill, Dan’] Boone, Kit Carson, any of the 


; other heroes of the early American frontier. 
Fringed buckskin, moccasins and all, he’s as ready 


with his wits as with his six-guns and fists. 


This six-foot-four-inch pioneer is just the man 
to bring down your television cost-per-thousand 


...to give you a top-dollar viewing audience 


at a cost in nickels. 


| The Range Rider’s first series of half-hour films 
for TV has been sure-fire. (We’d be pleased 
to show you the score to date in 21 of the 


nation’s major television markets.) 


Now a total of 52 films is available to advertisers, 
all of them made especially for television 
by the same production unit responsible for 
Gene Autry’s topflight TV series. 


If you act quickly, your competitors’ chances 


aren’t worth a plugged nickel. First-run rights 


are still available in many of your best television 
markets. Just ask your CBS Television Film Sales 
representative about The Range Rider today. 


CBS TELEVISION FILM SALES 


ALSO AVAILABLE: The Gene Autry Show, Strange Adventure, 
Cases of Eddie Drake, Holiday in Paris, Barber of Seville, 
Betsy and the Magic Key, Vienna Philharmonic Orchestra, 
Hollywood on the Line, and World’s Immortal Operas. 
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Raising the Level of Advertising 

There is growing concern—and there should be—over the general 
level of advertising: its truthfulness, its believability, its effectiveness. 

The fact is, of course (and it is quite easily demonstrable), that 
the general level of advertising is higher than it has ever been in the 
t. Complete falsehoods and outright gyps have very nearly dis- 

ared. Between the voluntary efforts of all sorts of advertising 

marketing organizations, and the application of pressure by vari- 

Ou# governmental bodies and under various statutes, the reader of 
a@¥ertising gets more protection against gyps and fakes than he has 
ev@t gotten before. And if you don’t believe it, compare the adver- 
tisifg in any American publication of today with that of correspond- 
ing publications of 25 or 30 years ago, or with the current adver- 
tisifg in publications published in many other countries. 

»ady, measurable progress has been made. Why, then, the cur- 

concern about advertising? 

e answer is that intelligent, far-seeing advertising and merchan- 
disiin men know that what has been done, excellent as it has been, 
ig@™pt enough; that standards have been raised, in this field at least, 
nas advertising still suffers far too much from the strained 
m@@ning, the message-designed-to-mislead, the damn-the-criticism- 
ites@lls-doesn't-it approach. 

A@vertising has been described, and pretty accurately, as a self- 
purifying stream. When it gets too far out of line, the consumer balks 
oF fetches, and the advertising is changed. But it is a little naive to 
wait placidly for this self-purifying action to take place. It is far 
bett@r io make sure that the stream never gets so polluted that it be- 
comes noticeable. 

One way to do this is to have codes of practice, general statements 
of intent, signs and symbols, which everyone can give lip service to, 
and make speeches about. This sort of activity has a great deal of 
merit—the merit of all crusades. It focuses attention on the problem, 
stimulates thought, and frequently results in effective group action. 

We believe strongly, however, that when the job in hand is a 
finger-pointing one, the most effective technique is to point the 
finger, vigorously and fearlessly, at a particular target, rather than a 
general one. 

That is why we hope the ultimate aim of any group action will be 
the “naming of names,” rather than merely the statement of princi- 
ples. We have named names with considerable frequency when we 
believed that someone was doing violence to the best interests of ad- 
vertising, and we intend to continue doing so. . 


Men of Little Faith 


One of the more disheartening experiences an investor or a friend 
of business can go through is to read the proxy statements of corpora- 
tions, and to discover, in case after case, that officers and directors 
frequently own only minute quantities of their own corporate stock, 
or none at all. 

They may satisfy the legal requirements as to stock ownership, 
which seem to be no requirements at all, but they do not satisfy the 
investor's feeling that the men who are running “his"’ corporation 
have very little faith in the business which provides their livelihood, 
or a substantial portion of it. 

There are probably sound reasons why a vice-president who earns 
$50,000 a year from Corporation X and in addition has $8,000 paid 
into a retirement fund for him does not own a single share of Corpo- 
ration X stock, but only two occur to us at the moment: (1) he is so 
poor a manager of his own money that he hasn’t any to invest; or 
(2) he doesn’t believe Corporation X is a good investment. 

Neither is likely to make the stockholder especially happy. 


“The one on the right will sell more pipe, but | like the other.” 


Advertising Age, February 18, 1952 


—Industrial Marketing 


What They're Saying 


Capital Jargon 

One of the amazing things one 
learns about official life in Wash- 
ington is the jargon which has 
grown up to describe official acti- 
vities. You don’t refer to your 
office—you refer to your “shop.” 


| You do this in your shop—I do this 


in my shop. You don’t delay some- 
thing which you believe should 
not be done—you “drag your feet.” 
You don’t postpone or slow up a 
program—you “phase it out.” You 
don’t deal with this matter under 
a certain description—you handle 
it within a certain “framework,” 
and everything, of course, follows 
a certain 
refer to a mistake in timing or a 
discrepancy between the objective 
and the accomplishment—you talk 
about “slippage” or “a short fall.” 
You don’t say that there isn’t 
enough of something to go around 
—you say it is “in short supply.” 
You don’t appoint a group to look 


into a certain problem—you em-| 


ploy a “task force.” You don’t re- 
fer to the matter at hand as a 
specific problem—you refer to the 
assignment as an “ad hoc” detail. 
You don’t conclude or end a job— 
you “finalize” it. 

—Secretary of Commerce Charles 


Sawyer, speaking at the Executives’ 
Club of Chicago, Feb. 1 


Printing Provides Mass 
Production of Customers 

By any standard of measure 
printing and publishing ranks 
among the first ten of the 20 ma- 
jor manufacturing industries. Ac- 


| cording to the 1947 Census of Man- 


|ufactures it is eighth in salaries 


}and wages, 


with $2,277,000,000; 


|ninth in total of employes, with 


715,450; and ninth in total wages 
of production and related em- 


| ployes, with $1,318,000,000. 


Perhaps most significant of all, 
printing is eighth in value added 
by manufacture, with $4,269,000,- 
000. This is considered by the Cen- 
sus Bureau as the truest measure 
of the relative economic impor- 
tance of an industry. It avoids the 
duplication of receipts which oc- 
curs when the product of part of 


an industry becomes a production | 
material for another segment of | 


the same industry. 
Printing is so closely interwoven 


“directive.” You don’t | 


with the rest of the economy, with 
other industries it serves, that what 
is true of printing is true of the 
whole economy—it moves forward 
in a dynamic manner quite apart 
from and beyond mere population 
growth as the needs and desires 
of the people increase. 

The printing industry’s contri- 
bution to our expanding economy 
can be stated in this way: If a 
large part of the printing indus- 
try’s growth can be attributed to 
increased activity in the whole 
economy and to a higher standard 
of living of the people, the con- 
verse is also true; for printing has 
promoted the expanded activity 
of commerce and industry by com- 
municating information to people 
and stimulating their desire for 
more and better things. 

We often say that our thriving 
economy and high standard of liv- 
ing are based on mass production. 
| But I submit that mass production 
| of goods would operate in a 
|/vacuum if it were not for mass 
| production of customers through 
printing and its related enterprises, 
advertising and selling. 


—Arthur A. Wetzel, president of 
Printing Industry of America, in an 
address Jan. 22, before the Rotary 
Club of Milwaukee. 


Associations of Today 

The Department of Commerce 
reports that there are more than) 
12,000 trade associations and 5,000 
professional associations in the 
country. Chambers of commerce 
run to 4,000; women’s organiza- 
tions to 100,000; and civic service 
and luncheon groups to 15,000. 

National trade associations alone 
have more than a million business 
firms as members, and these asso- 
ciations employ more than 16,000 
executives and clerical workers. 
Their public relations budgets ag- 
gregated more than $50,000,000 in 
1945, and probably exceed $100,- 


Rough Proofs 


| Bra makers of today call their 
| padded numbers “blossomers,” 
| which sounds a lot better than the 
|old-fashioned dealer’s window 
| sign, “We fix flats.” 


It’s 


possible that disgruntled 
young men, misled by so-called 
'“plus bras” into making unwise 
commitments, may appeal to the 
FTC for protection against such 
unfair advertising. 


Richard Carle used to sing about 
the dangers of picking lemons in 
the garden of love, and the bra 
makers are determined to make a 
satisfactory choice even more dif- 
ficult. 

. 


“Full blown” bras, which can 
“add curves instantly,” are the 
kind scorned by girls of the Jane 
Russell type, who find it unneces- 
sary either to add or subtract from 
their natural charms. 


“Chinchillas sell well on tele- 
vision,” reports the world’s great- 
est advertising journal. 

Since the animals are live, this 
angle may be helpful to the frus- 
trated mink industry. 


“Adrian,” says Hal Stebbins ad- 
miringly, “creates clothes that 
breathe high fashion; yet what he 
sells a woman is poise.” 

That must be what buyers of 
Cadillacs are looking for, too. 


Edward R. Taylor talks about 
the “deal artists who believe the 
selling job can be done simply by 
manipulating prices and reducing 
margins.” 

But like the girl in the Bikini 
bathing suit, they finally reach the 
irreducible minimum. 


After hearing all about the ad- 
vertising, “many salesmen, just 
off their territories, consider it 
just a lot of hot air,” remarks 
Robert F. Degan. 

And they know hot air is only 
a small ingredient in the recipe 
for an order. 


“Curtailment of materials or al- 
location,” says a sign manufac- 
turer looking for a salesman, “will 
not prevent the right man from 
achieving his ambitions.” 

Even though it may slow him up 
just a bit. 

* 


A copy-layout-contact man 
looking for a new payroll says he’s 
“well seasoned—never pickled.” 

Sometimes it’s hard to draw the 
ine. 


= 


Chicago newspapers reporting 
the horsemeat scandals have just 
about exhausted the available sup- 


000,000 today. 

There are 70,000 labor organiza- | 
tions, and, according to the United 
States Treasury Department, their 
annual income totals almost a bil- 
lion dollars a year. 


—John C. Patterson, New York public 
relations counselor, reprinted in 
| American Trade Assn. Executives 
Journal from A jation M t. 
to be published by Harper & Bros. 


ply of jokes on the subject of filly 
mignon. 
7 


A recent study shows that many 
advertisers are very careless and 
sloppy in handling inquiries. That’s 
a situation that a good business 
slump could easily cure. 

Cory Cus. 
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The Philadelphia Inquirer publishes seven days a week. The 
second Philadelphia newspaper also publishes seven days a week. 


Every important metropolitan daily and Sunday newspaper 
reports seven-day advertising figures as a basis for analysis 
and comparison. 


The Philadelphia Inquirer conforms to this established practice. 


We are proud of THE INQUIRER every day of the week. We are 
proud of The Inquirer’s long record of total advertising leader- 
ship in America’s 3rd market. 


To increase sales in Philadelphia, be sure that your schedule is 
headed by the newspaper that stands first . .. THE INQUIRER. 


Now in its 19¢h 
Consecutive Year of Total 


THE ONLY PHILADELPHIA 
NEWSPAPER TO SHOW A GAIN 
IN 1951... 


... again of 875,000 lines of advertising. In 1951, 
THE INQUIRER carried the largest volume of adver- 
tising ever published by any Philadelphia news- 
paper in a similar period. 


ADVERTISING LINAGE YEAR 1951* 


*Source: Media Records 


occa” “ Che Philadelphia Pngquirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, los Angeles, Michigan 0259 
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Companies Predict 
Continued Increase 


in Export Business 


New York, Feb. 12—Three- 
fourths of American companies in 
the export business increased sales 
in 1951 and two-thirds of them 
expect business to expand further 
in 1952, especially in South Ameri- 
ca 

American Exporter reported 
these results from a questionnaire 
returned by 380 companies in the 
main fields of industry 

Of this group, 78% said their 
exports increased during 1951 and 
66% predicted higher exports in 
1952. South America was picked 
as the best export market by 62% 
of the companies, with Europe 
picked first by 20%, Central Amer- 
ica by 12%, Asia by 4% and Africa 
and Oceania by 1% each. 


® Machine tool manufacturers and 
industrial chemical companies 
picked Europe ahead of South 


America, while materials handling 
and road construction machinery 
companies forecast a better mar- 
ket for Africa in 1952. 

A majority of companies, 54%, 
do not expect to be on export quo- 
tas in 1952. Those expecting to be 
hit by defense restrictions are 
manufacturers of office equip- 
ment, auto parts, construction ma- 
chinery, industrial chemicals and 
materials handling equipment. 

Anticipation of increased ex- 
ports has resulted in increased ad- 
vertising budgets. American Ex- 
porter and American Exporter In- 
dustrial, both published by John- 
son Export Publishing Co., report 
that in their first three issues of 
1952 American companies have 
used 100 more advertising pages 
than in the first three issues last 
year. Both magazines have English 
and Spanish editions. 


Faithorn Appoints Sheldon 

Faithorn Corp., Chicago printer 
and engraver, has appointed Mel- 
vin (Bud) Sheldon a sales repre- 
sentative. 


Hanley Co. Increases Budget. 
Lowers Export Beer Price 


James Hanley Co., Providence, 
R. L, brewer, has increased its 
advertising budget for 1952, re- 
duced its export lager beer to regu- 
lar prices, and launched a major 
advertising and sales campaign. 
The campaign theme is “Premium 
beer at popular prices,’ and will 


be tied in with the company’s new | 
slogan, “What Rhode Island makes, | 


makes Rhode Island.” 

The program will include the 
use of outdoor, newspapers, heavy 
point of purchase and radio. Ted 
Black Agency, Reading, Pa., 
handles the company’s account. 


McKenzie Service to DuFine 


McKenzie Service Inc., New 
York, imprinter, finisher and 
binder for the graphic arts, has 
appointed DuFine-Kaufman, New 
York, to handle its advertising. 


Names Maurice Nichols V. P. 

Maurice W. Nichols, general 
manager of Roberts & Reimers, 
New York, since 1948, has been 
appointed v.p. 
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DISTRIBUTION COSTS 


with ARWEY’s EXCLUSIVE 


DUAL DISTRIBUTION 


THE COCA-COLA COMPANY makes use of this 
distribution service. Manufacturers of other products, such 
as confectionery, tobacco, liquors, foods, cosmetics and 
pharmaceuticals, also use Arvey’s unique simultaneous 
East-West distribution service to reduce transportation 
costs. They have slashed thousands of dollars from the 
delivery cost of a single P.O.P. Campaign. 


LEARN HOW ARVEY DUAL SERVICE & 
can make surprising reductions in P.O.P. 3 
shipping costs for YOU. BS 
Consult your lithographer or display : NP 
broker about this unique service. iF 
World’s Largest M and Finishers of Advertising Displays 


* ADVERTISERS! 


ArveY,-CORPORATION 


since 1903 _\\(S),) SALES OFFICES: 100 E. 42nd St,, New York 17 
a) 3462 N. Kimboll Ave. Chicogo 18 
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Department Store Sales... 


U. S. Average Shows Gain Over ‘51 


WasHINGTON, Feb. 12—For the} 
first time since the beginning of 
the year, weekly department store 
sales as reported by the Federal 
Reserve Board were higher than 
the comparable period in 1951, 
with the index for Feb. 2, 1952, 
hitting 246, or 5% over last year’s 
dollar volume for the week. 

The 5% average increase for the 
country doesn’t reflect the phe- 
nomenal gains registered by many 
| lower midwest and southern cities, 
which during the same period last 
year were hard hit by heavy snow 
and extremely bad weather. Nash- 
ville, for instance, which suffered 
a 64% ioss for the week ended Feb. 
3, 1951, came back with a wallop- 
ing 218% gain for the Feb. 2, 1952, 
period. 

Other cities recording substan- 
tial increases included: Memphis, 
up 67%; Columbus, up 65%; Hous- 
ton, up 53%; Baltimore, up 42%; 
San Antonio, up 38%, and Dallas, 
Louisville, Little Rock and Indian- 
apolis, all up 36%. 


® Among the cities reporting losses 
for the week were: San Francisco 
(down 16%); Portland, Ore., and 
the Los Angeles area (down 15%); 


Oakland and San Diego (off 14%), 


and Miami and Lowell-Lawrence 
(aninus 10%). 

Only two districts showed losses, 
the Federal Reserve Board re- 
ported. The San Francisco district 
was down 9%, and the New York 
district was off 6%. 

The Dallas district showed the 
largest gain, reporting a 33% in- 
crease, The St. Louis district was 
up 25%; the Richmond district 
gained 22%, and the Cleveland 
district registered a 15% gain. 

%™ Change from ‘51 


Federal Reserve Week Ended 
District and City Jan. Jan. Feb. 
9 26 2! 
UNITED STATES —Mm —iH 5 
Boston District —i3 —17 1 
New Haven —4 —13 -—2 
Boston —16 —18 0 
Lowell-Lawrence —3 —13 —10 
Springfield 0 —13 9 
Providence —12 —2) —6 
New York District —- —46 —6 
Newark —17 r—20 6 
Buffalo —9 —16 10 
New York —16r—17 —9 
Rochester —I —ll —4 
Syracuse —10 r—13  —6 
Philadelphia District —il —M4 3 
Philadelphia —ll —18 5 
Cleveland District —6 —15 15 
Akron —12 —16 16 
Cincinnati —23 —13 28 
Cleveland 3 —16 10 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to Feb. 2, '52*..p246 
Week to Feb. 3, ’51*....234 
Week to Feb. 4, ’50*....226 
Week to Feb. 5, ’49*....229 
Week to Feb. 7, '48*....240 
Week to Feb. 8, °47*....219 


pPreliminary 


*Not adjusted seasonally. 


Columbus —25 10 65 
Toledo , —ll —15 6 
Erie am 0 2 12 
Pittsburgh .. cated —19 —21 6 
Richmond District —il r—il 22 
Washington , —+ —7 12 
Baltimore ~ —17 —15 42 
Atlanta District —s es 12 
Birmingham —6 —12 30 
Jacksonville —7 3 “a 
Miami —12 —9 —10 
Atlanta —12 —12 —7 
Augusta conti 24 19 16 
New Orleans ...... —s 6 27 
Nashville _................. —6 —18 218 
Chicago District ..... —4 —13 5 
Chicago ee —13 —l1 10 
Indianapolis ....... —l4 —!17 36 
Detroit —19 —16 —7 
Milwaukee —10 —1l1 —1 
St. Louis District —s r—lt 25 
Little Rock —17 —18 36 
Louisville —15 —17 36 
St. Louis Area —10 —13 18 
Memphis ‘a —12 —15 67 
Minneapolis District —2 —22 2 
Minneapolis —26 —18 0 
St. Paul —26 —33 4 
Duluth-Superior .-. —1 —8 10 
Kansas City District . —l0 —I15 5 
Denver ase —18 —23 4 
Wichita antsonoet —§ —-3 —4 
Kansas City -—6§ —9 5 
St. Joseph ... . —13 —23 10 
Oklahoma City —13 —22 2 
WAI Saecesnssonsabenneee —9 —12 6 
Dallas District —10 r—7 33 
Dallas . —14 —19 36 
El Paso —40 —10 —3 
Fort Worth —17 —12 18 
Houston 8 53 
San Antonio me —10 —9 38 
San Francisco District —l ris —# 
Los Angeles Area —25 —13 —15 
Downtown Los 
Angeles . cus —28 —16 —12 
Westside Los 
Angeles ....... et ap aa 
Oakland —o —l4 —14 
San Diego —12 6 —14 
San Francisco .- —7 -—9 —16 
Portland . -9 —16 —15 
Salt Lake City —17 —16 —11 
Seattle —ll —12 —1 
Spokane —14 —26 3 
rRevised. 


*Data not available. 


Landis Returns to Maytag 

Dean Landis,* advertising man- 
ager for Maytag Co., Newton, Ia., 
manufacturer of washers, ironers 
and gas ranges, has returned to his 
desk after 17 months of active 
duty with the Air Force. 


LAKE SHORE 


ELECTROTYPE DIV. 


1224 W.Van Buren St., Chicage 7, Ill. 


phone SEeley 8-1010 
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In America’s 3rd market, The Times is first 


in all major classifications of advertising 


During 1951, the Los Angeles Times pubiished more than 
41 million lines of advertising—over 40% of all news- 
paper advertising in the five-paper metropolitan Los Angeles 
field. The charts below and on following pages show 


breakdowns of the volume carried in major classifications. 


In circulation, The Times is first in Los Angeles, 


speeeene 


outselling all other newspapers Daily, Sunday and in 
number of home-delivered subscribers. 


SUNDAY 


DAILY 


Total Advertising — 


SUNDAY 
: DAILY ‘ 
f fe ° 

St 4 

; 

3 ; ° ° 

3 26.8% | 40.4% 13.6% 9.9% 

| Linage Percent Linage Percent 
THE TIMES ose eeee 41 ,61 5,21 6 40.4 DAILY TIMES ee te ee 28,252,1 16 27.4 
Examiner ........ 27,588,773 26.8 SUNDAY TIMES ........ 13,363,100 13.0 

e Herald-Express _.. 14,029,499 13.6 DAILY EXAMINER ...... 17,933,302 17.4 

t Daily News ..... 10,215,207 9.9 SUNDAY EXAMINER .... 9,655,471 9.4 

oe The Mirror ....... 9,543,929 9.3 


TOTAL LINAGE .. . 102,992,624 100.0% 
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Signs of The Times in Los Angeles 


in rn Re ea 
“ . - ' 
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og gee > 4 pate ‘tal Dis nlay 
t: Linage Percent 
iyi = THE TIMES ...... 28,256,581 37.4 
e CD) S Examiner ....... 18,229,117 24.2 
4 ¢ Herald-Express ... 12,836,706 17.0 : 
soy ‘ Daily News ..... 8,974,753 11.9 
“i tag SUNDAY ™ . 
“Ss ee ee ees" 636 —hMi‘i‘éi‘“‘éw | OP... F ’ . 
¥ aes HERALD The Mirror 165,662 9.5 
= | TOTAL LINAGE ... 75,462,819 100.0% 
Se ; DAILY TIMES ........ 18,834,354 24.9 
a bn gras SUNDAY TIMES ....... 9,422,227 12.5 
Z i DAILY EXAMINER .... 11,147,115 14.8 
ie. 24.2°/, 37.4° Yio 1 7.0% i 1.9% SUNDAY EXAMINER .... 7,082,002 9.4 
- pox Steg Bs, 
. . 
Ree 
= Total Retail Advertising 
os 4 ¥ > € eg 
ie Rpt Snes a Linage Percent ; 
Poe ve es THE TIMES ...... 21,948,546 38.7 
rig | | eee i ea Examiner... .. 13,403,696 23.6 
; sg GD ds oe Herald-Express ... 8,919,692 15.7 
oh 5 = : see ~~ Daily News ..... 6,898,995 12.2 
Se] SUNDAY Tm es os The Mirror... ... 5,553,234 9.8 
“) pany HERALD- : sae 
ee . EXPRESS | i TOTAL LINAGE ... 56,724,163 100.0% 
“~ e aee _— rd DAILY TIMES... 14,490,602 25.5 
es Aaa dat MIRROR 3 SUNDAY TIMES ...... 7,457,944 13.2 
eer ae : bor DAILY EXAMINER .... 7,652,167 13.5 
15.1%, | 12.2% 9.8% SUNDAY EXAMINER... 5,751,529 10.1 


MIRROR 


6.5% 


20.9% (4.0% 


THE TIMES ...... 


Examiner ....... 
» Herald-Express ... 


Linage 
10,743,257 


4,958,171 
3,324,240 
3,139,901 
1,536,213 


SUNDAY Y HERALD. TOTAL LINAGE 
, DANY _ EXPRESS DAILY TIMES... 


DAILY EXAMINER .... 
SUNDAY EXAMINER .. 


. 23,701,782 


7,751,940 
2,991,317 
2,566,089 
2,392,082 
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SUNDAY 
DAILY 


20.9% | 14.1% 


“This Week” and “American Weekly” linage excluded from 
all advertising figures. SOURCE, MEDIA RECORDS. 


During the six months period ending Sep- 
tember 30, 1951, weekday circulation of The Times 
averaged 399,393 copies. This represents a lead in 
daily circulation over every other Los Angeles news- 
paper as follows: 


oo The Times leads the Examiner in daily cir- 
culation by 50,073 copies. 


ae The Times leads the Herald-Express in daily 
circulation by 64,018 copies. 


a The Times leads The Mirror in daily circula- 
tion by 184,387 copies. 


—_ The Times leads the News in daily circula- 
tion by 190,228 copies. 


REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT, ATLANTA AND 


Signs of The Times in Los Angeles 


@ To tal General Advertising * 


Linage Percent 
THE TIMES ....... 6,308,035 33.7 
Examiner ........ 4,825,421 25.7 
Herald-Express ... 3,917,014 20.9 
Daily News ...... 2,075,758 11.1 
The Mirror ....... 1,612,428 8.6 
TOTAL LINAGE ... 18,738,656 100.0% 
fae F 4,343,752 23.2 
SUNDAY TIMES ........ 1,964,283 10.5 
DAILY EXAMINER... 3,494,948 18.6 
SUNDAY EXAMINER .__. 1,330,473 71 


*Includes Automotive and Financial 


In the Sunday field, The Times’ Sunday cir- 
culation averaged 770,054 copies, a lead of 11,713 
copies over The Examiner, the only other Los Angeles 
Sunday newspaper. 

The Examiner's Sunday circulation of 
758,341 includes approximately 33,000 “Predate” 
copies, printed seven days before publication date 
and distributed in the “All Other” circulation zone. 
The Times has no such edition. 

In addition to leadership in daily and Sun- 
day circulation over all other Los Angeles news- 
papers, The Times continues to lead in volume of 
home-delivered circulation by a wide margin. More 
than three out of four readers of the daily Times 
have the newspaper delivered to their homes. 


See A. B. C. Publishers’ Statements for the period ending September 30, 1951 


to More Business in Los Angeles .. . 


} : ’\ First in the West in Daily and Sunday Circulation 


The Leading Newspaper Points the Way 


SAN FRANCISCO 
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Lack of Sponsors 
Forces ILGWU Out 
of FM Broadcasting 


New York, Feb. 12—Operating 
costs, combined with declining ad- 
vertising revenue, have forced the 
International Ladies Garment 
Workers Union out of the broad- 
casting business. 

The union, whose ambitious ra- 
dio plans once called for the com- 
mercial operation of six frequency 
modulation stations, last week an- 
nounced that its last remaining’ 
station, WFDR, New York, wil! 
go off the air Feb. 15. } 

Rather than turning back the! 
license immediately, ILGWU is! 
expected to ask the Federal Com-| 
munications Commission for per- 
mission to suspend operations 
temporarily, with the hope that 
the station can be sold. 


® Frederick F. Umhey, executive 
secretary of the union, has indi- 
cated that the ILGWU has invest- | 
ed about $1,500,000 in its broad- 
casting program. Planning to em- 
phasize public service aspects of 
broadcasting, the ILGWU did not 
enter radio to make a profit on 
the venture. The stations aimed 
only for encugh sponsors to break 
even—a goal which they never 
achieved for any length of time. 
WFDR, which went on the air 
in May, 1949, currently has only 
four sponsors to pay for its eight- | 
hour programming day. Formerly | 
on for ten hours daily, the station 
now broadcasts from 4 p.m. to 
12 midnight. Advertising revenue 
amounts to about $1,000 a month, 
which leaves a monthly deficit of 
about $7,300, despite a recent cut 
in the staff from 18 to 11 persons. 


a “We have found it impossible to 
get public acceptance of FM as a 
separate unit, where it is not com- 
bined with AM broadcasting,” Mr. 
Umhey explained. 

ILGWU began to reconsider its 
future in FM late in 1948. In Octo- 
ber of that year, three of its six 
stations died aborning as “inflated 
building costs” caused the union 
to surrender building permits for 
stations in Boston, Philadelphia 
and St. Louis. At that time, WVUN, 
Chattanooga, and KVUN, Los An- 
geles, were already on the air. 

The Chattanooga station closed 
last year. A few months later the 
union sold the Los Angeles sta- 
tion to an AM broadcaster. 


Dr. Knipting Elected V. P. 


Dr. John R. Knipfing, an ac- 
count executive 
of Albert Frank- 
Guenther Law, 
New York, since 
January, 1950, 
has been elected 
a v.p. of the agen- 
cy. Dr. Knipf- 
ing, who holds a 
Ph.D. degree 
from the Univer- 
sity of Ghent, 
Belgium, previ- 
ously had been an 
account execu- 
tive with J. Walter Thompson Co. 
for 12 years. 


Dr. J. R. Knipfing 


Wrong Sponsors Given 

AA erroneously reported in 
Nielsen’s TV show ratings in the 
Jan. 28 issue that the “Jack Benny 
Show,” over CBS-TV, was spon- 
sored by Liggett & Myers. Ameri- 
can Tobacco Co. is the sponsor of 
the Benny show. In the Feb. 4 is- 
sue of AA, Lever Bros. was er- 
roneously credited with the spon- 
sorship of “Charlie McCarthy,” 
Sunday evening radio show over 
CBS, in the Nielsen radio ratings. 
Coca-Cola is the sponsor of the 
show. 


Garmise Appoints Thorpe 

Steve Thorpe, formerly with 
Street & Smith Publications and 
Parents’ Institute, has been ap- 
pointed newsstand sales manager 
for Bert Garmise Associates, New 
York publishing consultant. i 


Advertising Age, February 18, 1952 


Campaigns for Life Bread 
Hathaway Bakeries, Boston, is 
using newspapers, radio and trans- 
portation to promote its Life bread 
in New England. A teaser cam- 
paign concerning “E. Q.,” (energy 
quota) preceded the drive. Bres- 
nick Co., Boston, is the agency. 


Lochridge Joins Scolaro 
Wilson W. Lochridge, formerly | 
with Texas Quality Newspapers 


lInc., has joined the Chicago office 


of Scolaro, Meeker & Scott, news- 
paper representative. 


RCA Promotes Conley 


S. D. Conley, a veteran of more 
than 25 years with RCA Victor 
division of Radio Corp. of Amer- 
ica, Camden, N. J., has been pro- 
moted to merchandise manager of 


the company’s new air conditioner 


department. 
Wagenseil Adds Account 


Hugo Wagenseil & Associates, 
Dayton, O., has been appointed to 
handle advertising for Draper- 
Maynard Co., Cincinnati, producer 
of sports equipment. 


CHROME + NICKEL - COLORS 


Novelty Finishes and Simulated Wood Grains 
Use them on your ADVERTISING 
DIRECTIONAL and POINT of SALE Signs 


THE YARDER MANUFACTURING CO. 


VIUT 


Chen 


816 Phillips Avenve Toledo 12, Ohio 


Consolidated Enamel Papers 
cut printing costs 


for Nesco, Inc. 


Every time another housewife falls in love 
with a new Nesco Roaster-Oven it’s a safe bet 
chat a colorful folder, an eye-catching 
booklet, or some other attractive Nesco, Inc. 
printed material has been playing cupid. 

Nesco, Inc. produces and distributes millions 
of such effective printed pieces annually 
because they do play a vital role in modern 
appliance selling. And by specifying Production 
Gloss—a Consolidated Enamel Paper—Nesco, 
Inc. assures printing results as sparkling-clean 
as the Nesco Roaster-Oven itself at savings of 
15 to 25% below the cost of old style, 
premium-priced enamel papers. 

If your company has a printing job that 
demands this same kind of sparkling quality, 
you may be paying an unnecessary premium 
too. Why not let us send free trial sheets of 
Production Gloss to your printer so that you 
can compare both cost and results? 


is the direct result of the enameling 
method which Consolidated fro- 
neered. Operating as a part of the 
papermaking machine, it elim- 
inates many costiy steps still re- 


Finest enamel paper quality at lower cost 
quired by other papermakers and 
produces highest quality paper, 


‘simultaneously enameled on both 


‘ sides, ina single high-speed operation. 


oncolcdalen 


aire Production Gloss - Modern Gloss - Flash Gloss 


CONSOLIDATED WATER POWER & PAPER COMPANY + Makers of Consoweld 
plastic surfacing and industrial laminates » Main Offices: Wisconsin Rapids, Wis. 
Sales Offices: 135 So. LaSalle St. Chicago 3, 111. 
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the TV program that is changing the habits of the nation 


20,000 mail requests from an advertiser’s announcement at 8:20 AM 
in the morning... and among these requests to Dave Garroway for a 
free issue of Kiplinger’s “Changing Times,” thousands of statements that 


people are actually changing their living habits to watch “Today.” 


—_ “You certainly started the day in this household with a smile...” 
CHESTER, NEW HAMPSHIRE 
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“so I flew to the TV ... to dress, of all 
places, in the dining room!...” 
BROOKLYN, N.Y. 


“The pleasantest and most interesting 
‘waker-upper’ I’ve ever seen...” 
EASTON, PENNSYLVANIA 


! j 
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“we are two old folks, 74 years... just care- 
takers ona farm... we'll be there each A.M.” 
SOUTH LINCOLN, MASS. 
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“Enjoying firsthand news—neglecting 
the wash! It’s worth it! ...” 


WALLASTON, MASS. 


“glued to my TV set—as I have coffee 
on the floor...” 


NEW YORK, N.Y. 


“TODAY” IS NETWORK TELEVISION FOR A SONG 


MARKETS are reached ona national scale, with 30 
stations already taking the show live. 


RESULTS start the day your first commercial hits 
the air and is seen by the entire family, 
before the shopping day begins. 


PRICES start as low as $2,200 for time and talent. 


INE EBS. television 


80 Rockefeller Plaza, New York 20, New York 


A Service of Radio Corporation of America 
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of gracious living, 
of liberal spending, 
of top productivity. 


Blade Co. 
Mr. Yoell has 
They are at their peak as buyers; 
at your peak as customers. 


been with several 
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headed the mer- 
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company of William 
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‘Breeder's Gazette’ 

Breeder's Gazette, whose rev- 
fi not available | 
for listing in AA’s recent tabula-| 
reports that | 
1951 revenue was $243,602, 
crease of 37.6% over revenues for | 
1950. Total commercial linage for 


the publication reports 
and March 
“have set new records for| 
volume of national advertising.” 


the Columbia Pacific 
been promoted to sales representa- 


| Personna Appoints Yoell 
William A. Yoell, 
rector of merchandising and mar- 


formerly di- 
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William A. Yoell | 


A. Yoell Inc. 


Gains 
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Gordy 


has been ap-| 

manager of the! 
New York distributing branch of 
Majestic Radio & Television divi- 
sion of Wilcox-Gay Corp. Mr. Gor- 

. dy joined Majestic several months 
ago after ten years association with 
the Ludwig Baumann store. 


Columbia Promotes Jolliffe 
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MORE sets-in-use in the South 
= : Bend market than before TV!... 
= veys for Oct.-Nov. 1951 compared with Oct.- 
> > Nov. 1945 prove it. Morning up 6.8, afternoon 


Radio delivers 


Hooper Ser- 


up 8.0 and evening up 4.4. Television is still 


insignificant here because no consistently sat- 


= = isfactory TV signal reaches South Bend. Don’t 
2 4 sell this rich market short. Wrap it up with 
—= A hey . 
2 4 WSBT radio. 
a 4% = 
2 30 Years on the Air 
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a yy 
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%, Mm SOUTH BEND 
"4, 
¥ : 
yy 
"ty S000 WATTS + 960 KC + CBS 
yy, 
PAUL H. RAYMER COMPANY , NATIONAL. 


REPRESENTATIVE 


Advertising Age, February 18, 1952 


Getting Personal 


Col. and Mrs. Russell Putman sailed from New York Feb. 8 on a 
trip that includes North Africa, the Middle East and several south- 
ern European countries. This means that the president of Putman 
Publishing Co. is revisiting, for the first time, the World War II 
areas where he served as an Air Force officer. They'll be back in 
Chicago in April... 

Other sailors are Henry J. Dow, president of Louis F. Dow & Co., 
Advertising, St. Paul, who left on Jan. 30, accompanied by Mrs. 
Dow, for a trip to Naples. . Justin L. Faherty, assistant to the pub- 
lisher of the St. Louis Globe-Democrat, was honored a couple of 
weeks ago as a “Pal” of Scott Air Force Base in Illinois for his work 
on behalf of the “Belleville Plan” for helping along better under- 
standing and teamwork between the base and neighboring Belle- 
ville. .. 


/ 
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SUN AND SNOW—Tom Cathcart, v.p. of This Week Magazine, and Mrs. 
Cathcart enjoy a dose of Sun Valley sun during a late-January visit at the Idaho 
resort. 


Kaplan & Bruck partner Alvin H. Kaplan is a busy man these 
days. While in Europe, he is the official U..5, representative at 
the Paris convention of the International Chamber of Commerce. 
In the course of presenting U. S. views on the proposd international 
advertising code, he’s also serving as unofficial representative of 
the American Assn. of Advertising Agencies. When he returns, Mr. 
Kaplan will discover that he’s been appointed a member of New 
York University’s planning board for the school’s ageney adminis- 
tration course... 

Besides that, he’ll serve as chairman of an NYU panel session 
devoted to a discussion of agency-client relations. With him on the 
panel will be agency presidents Fletcher D. Richards and Willard 
B. Golovin, agency partner Otto Kleppner and J. Davis Danforth, 
BBDO’s executive v.p... 


SCRANTON ADMAN HONORED—Arthur E. Morse Sr. (left), founder in 1902 of 

the first odvertising agency in Scranton, Pa., receives a citation for his 50-year 

service from Henry W. Gann, president of the Scranton adclub. Mr. Morse retired 

from the agency Jan. 1. William M. Dawson (center) was toastmaster at the club's 
meeting honoring Mr. Morse. 


At a Pentagon ceremony on Jan. 29, Robert F. Nelson, executive 
v.p. of American Type Founders, Elizabeth, N. J., was given the 
Navy’s Distinguished Service Award by Secretary Dan A. Kimball. 
The citation was made for “unprecedented records” during World 
War II, when Mr. Nelson was v.p. in charge of production, person- 
nel and operations of Arma Corp., Brooklyn. . . 

Howard McAllister, ad manager of Armishaw Shoes, Portland, 
and president of the Oregon Advertising Club, turned up at a cos- 
tume party dressed as an aborigine—but he got in his plug by 
wearing a necklace of shoe horns instead of teeth or bones. . .Rob- 
bins Milbank, v.p. and creative supervisor in the San Francisco 
office of McCann-Erickson, has scheduled a year’s leave of ab- 
sence after 20 years’ service with the agency... 

At a recent meeting of the Boston adclub, members gave an 
ovation to their hard-working secretary, Jennette Gold, in honor 
of her parents’ 65th wedding anniversary. Flowers went to the 
celebrators.. .Tide Water Associated Oil sportscaster Jack Shaw 
has been elected president of the Touchdown Club of San Fran- 
cisco. He’s also assistant to Harold R. Deal, manager of advertising 
and sales promotion of Tide Water... 
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Average Net Paid Circulation UP 
from 413,640 in 1943 to 
550,350 in 1951 


STANDING GAINS! 
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Trend in Retail Advertising of the Chicago Daily News ... Since 1943 


Source Medie Records, inc. 


Retail Advertising Linage UP 
from 5,513,552 Lines in 143 to 
11,742,596 in 1951 


CHICAGO DAILY NEWS 


CHICAGO'S HOME NEWSPAPER 
JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: CHICAGO 


NEW YORK OFFICE: 
9 Rockefeller Plazas 


DETROIT OFFICE: 
Free Press Building 
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MIAMI BEACH OFFICE: 
Hal Winter Co. 
9049 Emerson Ave. 
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Publishers pride themselves on a mysterious hocus pocus 
known to the trade as their “Editorial Formula”. 
Some of these are pretty fascinating, too. 
We wish we could dream up a real doozy. But for 40 years all we’ve been living by is... 
“Make Nation’s Business as interesting as possible to 


as many businessmen as possible.” But my, oh my, how it works! 
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“that’s more businessrr 
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‘a ey . 
All we.didwwas to make Nation’s Business easy to want and easy to read. But then, 


just to be'a ly, awfully sure we were right, we said, “Let’s make it hard to get’’. 
we Sas ~~ 

So today, at $18 fofghree years (none less — no short term, no premiums, no news- 
stand), we find ourselves passing the 800,000 net paid mark and still moving along 
nicely. And to keep fromgetting smug, we checked our good contemporaries and found 
than read any other general business or news magazine. 


rising ... we make a tidy profit on this circulation. That’s very 
ishing business, you know. We use it to get out a better book and 
own to the advertiser. Never figured you should carry to nuch.of 
the freight. That's why at $4.40 per page per thousand, we're the lowest cost ~book 
in the field. «"* 


What's even more; 
unusual in the pul 


Eight hundred thousand businessmen is a lot of circulation. It represents bonafide 
mass coverage of the $500 billion business market. Sure, ft includes the butcher in 
Butte as well as Armour and Swift . . . the baker in Kalamazoo as well as Ward and 
Continental. It undoubtedly covers any folks around in the candlestick business, 
too... because it is the only business medium big enough to dig into all kinds of 
businesses, all sizes of businesses, in all places. 


The advertising pages work out about the same way, and that’s a healthy sign. We've 
got big business like the railroads and truck manufacturers talking to small business 
... and small business like the pencil or label manufacturer selling big business . . . and 
just about everybody in between. 


They have one bond in common .. . their fervent belief in the power of 9,600,000 
mass advertising impressions a year that a 12-time schedule in Nation's Business 
pours into the richest market in the world. Interested? Write for your copy of“‘How 
to Sell More Executives for Less Money”. Nation's Business, Washington 6, D. C. 


Nation's Business 


A GENERAL MAGAZINE FOR BUSINESSMEN 
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U. of Chicago Tells 
Nonwhite Population 
Gains in Big Cities 


Cuicaco, Feb. 13—Nonwhite 
population in the northern and 
western cities of the nation in- 


creased rapidly between 1940 and 
1950, according to a report from 


Albert J. Reiss, acting director of | 


the Chicago Community Inventory 
of the University of Chicago. 


| Field Joins Dowd, Redfield 


Bernard L. Field, formerly ad- 
vertising manager of Continental 
Distilling Corp. and merchandising 
director of Gunther Brewing Co., 
has joined Dowd, Redfield & John- 
stone, New York, in an executive 
capacity. 


Ben-Hur Boosts Bechaud 

A. B. Bechaud has been pro- 
moted to executive v.p. of Ben- 
Hur Mfg. Co., Milwaukee. Mr. 
Bechaud organized the company’s 
freezer division in 1943. 


Starts Research Department 
Daniel Rashall & Associates, 

Beverly Hills public relations con- 

sultant, has established a research 

department. Harold Harris will 

= the new department’s activi- 
es. 


Blackford to Foster & Kleiser 

Gaylen S. Blackford has been 
appointed sales manager of the 
Seattle branch of Foster & Kleiser, 
succeeding J. C. Grover, who has 
joined Miller & Co., Seattle agen- 
cy. 


Advertising Age, February 18, 


WHIO Appoints Wolaver 

Walter E. (Charlie) Wolaver, 
formerly ad manager of Gallaher 
Drug Co., has joined WHIO and 
WHIO-TV, Dayton, as merchan- 
dising director. He also will su- 
pervise commercial continuity for 
the stations. 


Greenfield Joins Gilberton 


Stuart B. Greenfield, who for- 
merly headed his own public re- 
lations company, has joined Gil- 
berton Co., New York, as direc- 
tor of sales promotion. 


1952 


Lunke Adds Sears, Roebuck 


James R. Lunke & Associates, 
Seattle, has been appointed to han- 
dle advertising for Sears, Roebuck 
& Co., San Francisco. The agency 
has appointed Barbara K. Cham- 
pion its publicity director. 


Export Managers to Meet 

The Export Managers Club of 
New York will hold its 35th an- 
niversary get together March 18 
and 19 at the Hotel Statler. Theme 
of the meeting will be “world 
trade in a changing world.” 


In the five cities with a popula- 
ation over 1,000,000—Chicago, New 
York, Detroit, Los Angeles and 
Philadelphia—the nonwhite popu- 
lations increased an average 82.1% 
during those 10 years. Chicago, 


which had an increase of 80.5%, $ 
had 509,512 nonwhites, compared 2 
to 282,244 in 1940. Of this group, é 
492,331 are Negroes. Others classed é 
as nonwhites include Indians, . § 
Japanese and Chinese. Mexicans £ 
were not included. ' 
® The increase for cities above " ’ 
500,000 population ranged from - ‘ 
155.9% = ioe Francisco to 22% The New York Times has been reporting the news of i 
in New Orleans. fashion for a hundred years. Its very first issue carried : 
The report, based on prelimi- ‘ = : ‘ i i 
nary 1950 census figures, showed an item about bloomers. It was just a small item, but it did 
that Chicago has more nonwhite make page one. 
persons than the combined non- F 
white populations of Atlanta, But 18 years ago, The New York Times changed the whole 
— Jackson, Dallas and concept of U.S. fashion reporting. That was when Virginia 
7 on ouge ° ° : 
hicago is second to New York Pope became fashion editor. Instead of following the 
i@nonwhite population and a dictates of Paris, she turned to Seventh Avenue. Instead of 
kdown of communities indi- . . 
Gili that segregation is losing reporting only what was in the stores, she wanted readers 
@fGund in the midwestern city. to know what was in the making in the market. 
Between 1940 and 1950 the number 
of Beavily concentrated nonwhite Seventh Avenue was tougher to get into in those days than a 
Seep jumped from 77 to 115; how- bank on Sunday. To the manufacturers of the second largest U.S 
ev@f, the number of areas where E : i ; 
nO /nonwhite persons could be industry, fashion was no mere fad or foible, it was Big Business. 
fougd dropped from 305 to 128. Lines were sacred, and secret. Reporters were feared as 
s itors, “ irates,” wer ed. 
blicans Appoint Frost much as competit the pirate ere hat 
rl M. Frost, president of Har- : : : » af P Ti woinic - . 
ry Prest Co. aston. hes been Fighting their secrecy singlehanded, Virginia Pope became the 
appointed by the Massachusetts first newspaper reporter to get American fashion news at its 
paper rep: 
blican State Committee to y . 
le its advertising for the com- source. She early sensed the democracy of U.S. fashion, was 
ing political campaign. Mr. Frost ic caus merican designers 
- the famed “Had Enough?” quick to espouse wedanen of . a desig ers, 
a which the Republicans used manufacturers, fabrics. Nor did she entirely forsake Paris. 
ppally in 1946. She was the first to radio photos of the Paris openings ' 
1 Sharp Adds Frankenmuth for next-morning publication. : 
: 


. Ralph Sharp Advertising, De- 


troff, has been appointed to direct Today, Virginia Pope has an international reputation as a 


a a Ace Mg °49 reporter and interpreter of fashion. Wherever fashion makes 
brewer of Mel-O-Dry beer and SO now it Ss news — Dallas, Los Angeles, St. Louis, Chicago, London, ; 
Ol@ English ale, effective Feb. 15. eee . a! ] 


Paris, or Seventh Avenue—there you'll find Virginia Pope. She 


is president of the Fashion Group. She was twice president 


rauff & Ryan previously han- 


| the Rue de la 


of the New York Newspaper Women’s Club, twice won their 


award for the best work. In 1948, for her contribution to 
fashion, The Times won the Neiman-Marcus Award. 


The New York Times numbers among its staff many men and 
women who, like Virginia Pope, are experts and authorities 
in their fields. Editors, reporters, correspondents, they pool their 


Seventh Avenue 


skills and talents and knowledge to produce each day a 
newspaper that is alert, vigorous, interesting, different from 4 
any other. It has the biggest staff. It publishes the most news. 


* When readers get more out of a newspaper, advertisers 
get more, too. That’s why The New York Times has been 


_<- 


for 33 consecutive years the advertising leader in the world’s 


biggest, busiest and most rewarding market. There's a lot 


about The Times today you ought to know. Ask us to tell you. 


om | Ohe New York Times. | 


Swear 


Cade Trigti 


_o~ a 


MANIENTT" Polcome 
AND BRIDGE * 
PROP” 


one of a series about the people who make The New York Times 


den 


“America’s most distinguished newspaper” 
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Two Appoint Lane Agency 


Sheerr Bros. & Co., manufactur- 
cr of Armo interfacings, has ap- 
pointed Lane Advertising, New 
York, to handle advertising, pub- 
licity and promotion for the retail 
sales division. Consumer magazine 
ind television advertising is 
planned. Modern Merchandising 
Bureau, New York, is the second 
Sheerr agency. Rosen-Lawrence 
Inc., New York, manufacturer of 
Roseville Frocks, has appointed 
Lane to handle advertising, pub- 
licity and promotion. 


Langeler Adds Malleable 
Langeler Advertising, New Ha- 
ven, Conn., has been appointed to 
direct advertising for Malleable 
Iron Fittings Co., Pole hardware 
division, Branford, Conn. Trade 
publications will be used. 


Martree Gets Dianol 

Dianol Sales Corp., insecticide 
manufacturer, has appointed Mar- 
free Advertising, New York, to 
handle merchandising and adver- 
tising. Initially, advertising em- 
| phasis wili be on radio. 


OR Go see ae 


Trinity Broadcasting Buys KLEE, Dallas 


Da.tas, Feb. 12—Trinity Broad- 
casting Corp. here has purchased 
KLEE, Houston, for “a sale price 
in excess of $300,000,” Trinity's 
general manager Ray Lewis has 
announced. Trinity also owns and 
operates KLIF, Dallas, and KELP, 
El Paso. 

KLEE, described as Houston's 
largest independent station, was 
purchased from the estate of W. 
Albert Lee of Houston. The 5,000- 


watt station, which first went on 
the air in 1947, operates on a 24- 
hour daily schedule. 

B. R. McLendon, Trinity presi- 
dent, also is a partner (with his 
son, Gordon McLendon, and H. 
R. Cullen of Houston) in Liberty 
Broadcasting System. The young- 
er McLendon, at the time of the 
Sale, pointed out that KLEE “will 
ultimately” become an affiliate 
of the Liberty network. 


27 


| Liberty also announced that it 
| will be among the major net- 
'works to air complete coverage of 
both the Republican and Demo- 
cratic conventions. 

The program schedule calls for 
from three to five hours daily of 
on-the-spot coverage fed to more 
than 443 of its affiliates, including 
stations in Alaska and Hawaii. 


GF Gives Charles Wiggins 
| Added Responsibilities 

Charles A. Wiggins, sales and 
advertising manager for the Cal- 
umet division of General Foods 
Corp., has been 
| given additiona: 
| responsibilities of 
| sales and adver- 
tising manager 
for the company’s 
| Minute division. 
| Minute rice and 
| tapioca are the 
| principal prod- 
| ucts of the divi- 
sion. 

Mr. Wiggins 
joine¢é Postum 
Co., predecessor 


Charles 
to GF, in 1917. He held various 


Wiggins 


positions in the advertising de- 
partment until 1922, when he was 
named assistant advertising man- 
ager. Since then he has served in 
executive positions in the market- 
ing area of the company’s opera- 
tions. 


Barrett to Anderson & Cairns 

The Barrett division of Allied 
Chemical & Dye Corp., New Yark, 
has appointed Anderson & Caifns, 
New York, to handle advertising 
| for all Barrett products, except Ri- 
| trogen materials, effective Mafch 
1. McCann-Erickson, New Y@rk, 
| formerly had the account. 


| 
Renfro Returns to KXOK ' 


Harry Renfro has returned to 
position as executive assistan 
the general manager at KX@QK, 
St. Louis, after serving 18 months 
as a Ist lieutenant in the Marine 
Corps. 


Bon Voyage! 


... little Bismarck doesn't rea- 
lize that candy and flowers 
often lead to engagements 
and showers. It's a clear case 
of increased sales in a bright 
new market when you make 
o date with KFYR. Any John 
Blair man will tell you why. 


5000 WATIS-N.B.C. AFFILIATE 
Rep. by John Blair 
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‘Weekly K.C. Star’ _ Rockhill Nelson in 1890. Its three Packers Tar to Tracy. Kent | Fairbanks, Morse Finds Newspaper Co-op 


editions are designed and edited Pack 
Dro ’ 4 ’ | for the farmers of four midwestern neers Tar Soap Inc., Mystic, s 
Drops x C.,’ Adds Okla~ & Ca” Mas, “pointed Tracy, Kent) Ads Successful; Plans Outdoor Campaign 
Farmer’ to Name 


| states—Missouri, Kansas, & Co., New York, to direct its ad- 
Cuicaco, Feb. 12—Fairbanks,|local outdoor companies. 
Kansas Crry, Mo., Feb. 13—Ef-| Corathers to Fertig & Co. 


| homa and Arkansas. vertising. A new deodorant soap, | 
| Charm, will be marketed and ad-| Morse & Co. has started a dealer 
Seda fective with the issue dated today Hel 
33 : cated , en Carroll Corathers, v.p. of 
‘ the Weekly Kansas City Star has|the Advertising Federation” of 


vertised i 
ed in several areas in the cooperative outdoor advertising|# In terming its recent newspaper 
chairman of the 


East. Newspapers exclusivel ill : 
Png campaign, following a recent suc- | co-op campaign “quite successful” 


be used for this promotion. Elling- ; 
ton & Co., New York, previously |°@SSful newspaper co-op drive on| Fairbanks, Morse points out that 


hf changed its name to the Weekly America and 


Star Farmer 
The announcement of the name 
change was made by the Kansas 


Council on Women’s Advertising 
Clubs, has been appointed a space 
buyer for Lawrence Fertig & Co., 


handled the account. 


Two Buy KSPO, Spokane 


which the company and its dealers|nearly 1,000 of its 5,000 dealers 
spent approximately $100,000. 
Unlike the newspaper campaign, | the reception it received the cam- 


|participated, and on the basis of 


City Star Co., publisher of the pa- on which the company and its|paign will be conducted again, 
per, which said that it thought the |have bought KSPO, Spok dealers split the cost 50-50, the | Starting about mid-1952. 
new name “more accurately re- Appoints Grant & Wadsworth Wash., from Louis Wassmer. ‘Mr. outdoor campaign calls for Fair-| Concurrent with the outdoor 
flects the 100% agricultural char- |; Pan American chemicals divi- Williams was station manager and| banks, Morse to supply the paper | campaign, Fairbanks, Morse’s ex- 
acter and content of the paper.” sion of Pan American Refining Mr. Coley is public relations ex-|and the imprints and to pay the 
The publication, now in its 62nd Corp., New York, has appointed ecutive for Peerless Dentists. The|shipping costs, while the deal 
ms dene sa » How in its Send Grant & Wadsworth, New York, to new owners are erecting a tower | be th : ade ‘emmion 
year, was founded by Col. William handle its advertising. for their 1,000-watt station on the rare 2 mg ge This breaks 
roof of the Realty Bldg. wn roughly into a 70-30 split, 
with the dealers paying the 70. 
Local outdoor companies do the 


New York. Del Coley and Gene Williams 


Buy WDGY. Minneapolis 


Clarence T. Hagman, George 
Lay, Clarence W. Levy and asso- 
ciates have purchased WDGY, 
Minneapolis affiliate of Liberty 
Broadcasting System, from Twin 


actual soliciting of F-M dealers, 
while the company backs up the 
soliciting with promotion from its 
branch houses. Dealers buy the 
outdoor space, however, directly 


Cities Broadcasting Corp., Minne-|from Fairbanks, Morse, which in 
| apolis and St. Paul. turn guarantees payment to the 


port division is running a unique 

magazine campaign in cooperation ; 

with its South American dealers. f 
Because of the problems brought 

on by the difference in rates 

of currency exchange between 

this country and South American 

countries, F-M decided to devise 

a co-op promotion that would not 

involve any transfer of funds. 


@ This was done by sending sheets 
of mat proofs of ads to F-M deal- 
ers in South America. From these 
proofs dealers select any ads de- 
sired; the mat is supplied by an r 
F-M affiliate in South America, f 
and the dealer may run the ad in a 
any publication he wishes. 

The dealer pays for the ad, and 
when it appears he sends a tear 
sheet of it to the export division 
here. The division then schedules if 
that same ad (or another, if the } 
dealer desires) in the same pub- At 
— and it pays for the second i 
ad. : 


= Despite the fact that this type 
of cooperative advertising costs i 
the company more than it costs the 
dealer, in most cases (due to the 
differences in currency values), 
Fairbanks, Morse feels that it is 
preferable to getting involved in 
complicated problems that arise if 
the cost of each individual ad is 
split. 

In addition to its cooperative 
advertising, Fairbanks, Morse also 
carries on a program of national 
advertising throughout the year 
in Capper’s Farmer, Country Gen- 
tleman, Household, Progressive 
Farmer and in several state farm 
publications. Ads in the national 
magazines are two-color; b&w ads 
are used in the state farm papers. 

The Buchen Co. is the agency 
for Fairbanks, Morse and for its 
export division. 


Theres alway a Man Who Khowe...at Reilly ! 


Meet one of our New York quality inspec- 
tors, for instance, He's shown above check- 
ing a plate for maximum printing quality. 


Se ae 


largely responsible for such pioneering 
Reilly achievements as Vinylite Moulding 
and Centrifugal Casting. They form the 
backbone of a company with the tech- 
niques, personnel and progressive thinking 
to guarantee you the finest electrotype re- 
production possible. ; 


What's your problem . . . the right plate 
for the right paper stock ... engravings that 
are difficult to reproduce exactly . . . color 
that needs extra precision in register? Well, 
here's your man. He’s an old “plate” profes- 
. ; sional—serves as chief consultant out of 
ie Reilly's New York office on all phases of elec- 

, trotype manufacture and printing processes. 
* He'll give you the right answer fast. 


! 
| Cramer-Krasselt Adds Hayssen 
Cramer-Krasselt, Milwaukee, 
has been appointed to direct ad- 
vertising for Hayssen Mfg. Co., 
Sheboygan, Wis., manufacturer of 
bread slicing and wrapping ma- 
chines and wrapping machines for | 
other food products. Trade publi- | 
cations will be used. 


‘ Wherever You Are, There’s Always 
A REILLY PLANT Ready To Serve You! 


LT 


Reilly Electrotype Division, New York 
American Electrotype Division, San Francisco 
Advance-Independent Electrotype Division, Indianapolis 
Lake Shore Electrotype Division, Chicago 

Michigan Electrotype & Stereotype Division, Detroit 
New Haven Electrotype Division, New Haven 
Aue Plastictype Division, Los Angeles 


This man is just one of many specialists 
located in Reilly plants nationwide —ready 
to give you swift, expert service, wherever 
you are ... whatever your problem. ri ‘ pee 

cme Promotes Mitche 
Acme Breweries, San Francisco, 
al has promoted Joe Mitchell, gen- 
eral sales and service manager of 
its division, Peerless Yeast Co., 


These men have contributed much to 
Reilly's high-quality reputation—have been 


AE REE Bag ‘ "LG SP Sema ae 4 Be, |to general sales manager of both 
e P 7.7 ‘ a ‘ns. oY Opa eats ee Acme Breweries and Peerless 
= Divisi : P ave Ms | Yeast Co. 

; 3 “ poeta is eres for baller scien A Appoints Gelbe 

: . AST 45th NEW YORK : gency Appo Tg 

PA a aS — “ E STREET, Y ses N.Y. : ney Hill 6-6350 Gerald Gelberg, formerly with 


Chernow Co., has been named pro- 
duction manager of Getschal & 
Richard, New York. 
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There are two markets that salesmen have long 
exploited in their efforts to increase volume: 


1. Present customers 
2. Companies served by competitors 


In fact, the emphasis on traditional ways of 
getting business by sales to present customers or 
by taking business away from competitors may 
make us overlook the fact that a tremendous 
third market is developing right under our noses. 


In the next ten years there will be millions of 
dollars of new business to be done... business 
which just didn’t exist before. This is the 
important third market that is not now being 
sold by anyone. 


It is a market that, by 1960, will be composed 
of 18,000,000 new people . . . 5,400,000 new fami- 
lies. ‘To serve these millions, there will be thou- 
sands of new plants come into existence, filled 
with new equipment, chewing up countless tons 
of materials and supplies. And most important 
of all, this new industrial giant will be managed 
largely by men who are not now wedded to any 
supplier—either you or your competitors. 


Who will sell this third market? Which com- 
panies will dominate the expanded economy of 
the next decade? 


The markets of 1960 will belong to the com- 
panies that start planning for them and working 
toward them now. And these companies which 
outstrip competition will have had the benefit of 
a continuing long range advertising program. 


It will be consistent advertising which recognizes 
both immediate problems and the big job ahead. 
It will be advertising treated as a capital invest- 
ment and geared to basic company planning. 


That kind of program year after vear establishes 
a company firmly in its field...and in the 
minds of the men who will be doing the buying 
two, five and ten years from now. 


= PENTON fousine 


PENTON BUILDING e CLEVELAND 13, OHIO 
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Business is 
taking a second look 
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ce mee~ acne? 


Since January 1... 


ADMIRAL has backed up its whole product line 
with the nation-wide selling power of CBS Radio— 
sponsoring ‘‘World News With Robert Trout,” 
(Sundays, 5:30 to 5:55 p.m.) 


AMERICAN SAFETY RAZOR has signed up 

12 programs of the Red Skelton advertising-and- 
merchandising showcase—for Blue Star and 

Treet razor blades. (Wednesdays, 9:00 to 9:30 p.m.) 


GENERAL FOODS has bought ‘‘Mr. Chameleon” 
to promote Postum and 40% Bran Flakes—as well 
as ‘‘Bill Shadel and the News” for Log Cabin 
Syrup—making nine General Foods shows now on 
CBS Radio. (Thursdays, 9:00 to 9:30 p.m.) 


LEVER BROTHERS has moved ‘Big Town” from 
another network to give Lifebuoy the added 


coverage and economy of CBS Radio— where 
Lever Brothers now sponsors five programs. 
(Wednesdays, 8:00 to 8:30 p.m.) 


WESTINGHOUSE has arranged to bring 
CBS Radio listeners the national conventions... 
a 13-week ‘‘get out the vote” series... and 


the election returns. 


The reason behind these decisions: American 
Business reaches the greatest number of customers 
at the lowest cost in all advertising on the— 


CBS RADIO NETWORK 
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Radiator Valve Co. and Rand Advertising 
Let Off Steam About Their Relationship 


New York, Feb. 12—When AA 
published a story in which it said 
that the Radiator Valve Co. of 
America, Philadelphia, had ap- 
pointed Rand Advertising, New 
York, as its agency, it started an 


interesting chain reaction 
Here’s what happened: 


1. J. C. Myers Jr., secretary and 
treasurer of Radiator Valve, wrote 


AA the following letter: 


“This is to notify you that we 
have made no agreement with the 
Rand agency unless a solicitation | 
of our account constitutes an ap-| 
pointment, which we feel it does | 


not. 


“Under the circumstances, we | 
request that a retraction of the 
above item be inserted in your 


next issue...” 


@ 2. On the telephone, Mr. Myers 
told AA that Rand had suggested 
a “per inquiry” radio program to 


Radiator Valve, and the company 


told Rand to “see what it could do 


to develop this program.” 

3. Lee Ramsdell & Co., Philadel- 
phia, the company’s regular agen- 
cy, queried Mr. Myers when it read 
of the Rand appointment in the 
daily and the advertising press. As 
a result, a letter was dispatched to 
Rand advising the agency that the 
company had decided against the 

posed radio deal. 


ere’s what Rand Advertising 
to say: 
After a three-hour confer- 


> with two Rand account execs, | 
_ Valve agreed to allow the | 


cy to place radio time in New 
Yatk. This was told to AA by Dana 
Roberts, executive v.p. of Rand. 
The company also agreed to cut 


mn on newspaper advertising| 


@@Fadio time increased, Mr. Rob- 
said, and eventually would 
me print advertising—and 


Bld place it through the Rand 
f cy. 


Rand then negotiated a con- 


with Station WINS for a 15- | 


lite Sunday afternoon disc 


er ahd show. The agency’s time 


Ramed ty Colnatal 


Donald A. Duff has been elected | 


executive vice-president and general 
of C i 


1 Airlines. He is 
one of 365, 024 daily Wall Street Jour- 
nal readers from coast to coast. 

Air Lines Veteran 

Mr. Duff, formerly with Frontier 
Airlines, comes to Colonial after a 21- 
year history of career advancements in 
air transportation. Like so many other 
men who get ahead in business, he has 
found The Journal to be a valuable 
source of information for forming de- 
cisions. 

Plan Eeapertant Merger 

Executives of Colonial Airlines and 

National Airlines now are preparing a 
presentation to their stockholders and 
CAB on a contemplated merger. It is 
said the proposed merger would estab- 
lish the joint operation in number 5 
spot among all domestic airlines. Both 
companies, through actual experience, 

are well acquainted with e Wall 

Street Journal’s pulling power as an 

advertising medium, with special value 

for reaching their best business pros- 


buyer signed a contract for the| that the deal was off. It did not AA could find agreement. |Inc., New York, to direct its ad- 
show, but never returned it to the announce, however, that it had 
station because complications al-| “resigned” the Radiator Valve ac- 
ready had set in count. 


® One of these had to do with sell- never solicits accounts on a “per ——- pan has sone oI Cranberry Group Elects V. P. 

| ing price. The company, according inquiry” basis, and said WINS ®-_{Dick) Kilgore, formerly a -| The National Cranberry Assn., 
to Rand, wanted to price its ra- doesn’t accept such programs. Also, ; w 
dio-advertised valve at $6.99 (as| the agency denied that it solicited °y elect Service Mfg. Co., Phil 


against $6.65 for the newspaper- | the company’s newspaper account. motion for its Eddystone and stan- | continue to dir 
, : - ect national adver- 
advertised valve) because it) A check with WINS confirmed dard steel works division. 


Advertising Age, February 18, 1952 


oa the cost-per-sale would be | the fact that Rand negotiated con- | Wolcott to Earl Bothwell 

igher on radio. | tracts for the show, to run onal w leott C Hartford, ™ 
3. Rand objected to this price | “till forbid” basis. mH. of Sen-olt oc Pomme 

differential, and notified WINS! This is the only point on which|has appointed W. Earl Bothwell 


vertising. A newspaper campaign 
| in 15 markets is planned for the 
| Appoints A. R. Kilgore immediate future. 


4. The agency insisted that it Baldwin-Lima-Hamilton Corp., 


vertising and promotion manager Hanson, Mass., has elected Ellen 
> Stillman v.p. Previously director 
adelphia, manager of sales pro-| of advertising, Miss Stillman will 


| tising and publicity. 


\ PUBLICATIONS 
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S&S Promotes Davis, Hay |TV Film Company Formed Hotpoint Plans New appliances—will be given to a na-| national advertising on the film 


vertising manager of Charm. Both 
are Street & Smith publications. 
King Hay, a member of the Charm 


cial assistant to the advertising 


heads the agency. direct mail program. 


Bill Davis, formerly on the ad-| Blue Ridge Productions Inc. has 


has been appointed eastern ad- to produce television films. Officers 
are W. H. Miller, president; B. T.| 
Whitmire, v.p. and sales manager,| has announced a new merchandis- 
sales staff, has been appointed spe- and Duke Sanchez, secretary-trea-| ing program which includes a film|s Mr. Macke said the film com- 
| distribution plan designed to reach; pany guarantees a minimum of 30 

;more than 1,000,000 prospective| showings a year in each Hotpoint 
customers each year. | distributor’s territory, with average 
William E. Macke, merchandis-| audiences of 180 people. Hotpoint 
manager of the Chicago ap-| dealers will assume the cost of the 


surer and production director. 


“ae. Broker Appoints Sneider 
Edward A. Purceil & Co., New 
Agency Bows in Eugene, Ore. = york stock broker and investment | 


Advertising by Cole, a new adviser, has appointed A. M.|™8 ; 
agency, has opened at 143 E. 11th Sneider & Co., a York, for an| Pliance manufacturer, said two) showing, which will run to 3¢ per 


Ave., Eugene, Ore. Francis W. Cole expanded newspaper, radio and 


|consumer color movies—one on 


prospect. 
| kitchen and the other on laundry 


Curcaco, Feb. 13—Hotpoint Inc.| and colleges. 


The movie distributor will run 


YOUR PRODUCT sTORY, in the business mag- 
azine your prospect looks to for help with 
his job, is more than just a sales call on a 
buying influence. Business Publications are 
multipliers of sales power. They can take 
your selling message to thousands of your 
customers and prospects at the same time 
. . . at a cost which can be counted in pen- 
nies per call. 

We call Business Magazine Advertising 
“Mechanized Selling’’ because it mecha- 
nizes the first three steps of a sale—makes 
contact, arouses interest, creates preference. 
It reduces the cost of personal selling by 
enabling the salesman to concentrate his 


Using strong Business Paper schedules, plus direct mail 
and dealer helps, a producer of premium-priced screw 
stock (sold thru distributors) increased sales to a point 
where advertising costs averaged less than ‘4 of 1%. 


McGRAW-HILL PUBLISHING COMPANY, INC. 
(iby) 330 WEST 42nd STREET, NEW YORK 36, N. Y. & M. orto 


HEADQUARTERS FoR BUSINESS 


CUT YOUR SALES COSTS 


time and effort on the pay-off steps. 

Even if the present economy finds you 
with plenty of orders, remember, you can’t 
aftord to let today’s customers and tomor- 
row’s prospects forget you. Key people 
change jobs—competition is keen and grow- 
ing—the seed for tomorrow’s sales must be 
planted now—and cultivated with consist- 
ent advertising. 

Ask your McGraw-Hill man for a copy 
of our 20-page booklet, ““Mechanizing Your 
Sales With Business Paper Advertising.” 
Also about our sound-slide film . . . “Mecha- 
nized Selling — Blueprint for Profits’’ which 
is available for showing at sales meetings. 


HOW ‘‘MECHANIZED SELLING’’ INCREASED SALES OF PREMIUM-PRICED PRODUCTS 


A manufacturer of earthmoving scrapers used Business 
Magazines—2-color spreads—to reach his major mar- 
kets, plus preprints and booklets. Sales increased to 
$27,800,000, plus $10,000,000 in unfilled orders. 


FOR BUSINESS 
(MFORMATION 


rtisi fof Mede ile tional film distributor for pram service one use . geting on that 
verusing staff o ademoiselle, | heen organized at Greenville, S. C., rch j to business and professional! includes 92% of the movie pro- 

f Me andising Films groups, social clubs, high schools! jector owners in the nation. Deal- 
ers will be notified in advance of 
showings so that local tie-ins can 
be scheduled. Mr. Macke said the 
film plan will permit dealers to 
build a list of “pre-sold” prospects 
for future sales. 


Druggists Like Promotion 


“Operation Piggy Bank,” a Cro- 
well-Collier and McKesson & Rob- 
bins promotion of economy sizes 
(AA, Feb. 4), has attracted 11,017 
druggists as participants. The pro- 
gram features products of 15 man- 
ufacturers in American Magazine, 
Collier’s and Woman’s Home Com- 
panion. Druggists over-subscribed 
the promotion four days after its 
presentation, it was said. 


Hall Co. Uses ‘Parents’ ’ 

J. M. Hall Co., Providence, R. I., 
jewelry manufacturer, is featuring 
its Dolly-Deb line in the national 
consumer field for the first time, 
using Parents’ Magazine. The ac- 
count is handled by Dwight Miller, 
Providence agency. 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 


For BETTER 
TYPOGRAPHY — 


phone a member below 


AKRON, O. 

The Akron Typesetting Co. 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 
BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 
BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic 
Service 


CHICAGO, ILL. 


Frederic Ryder Company : 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, ans. 


Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jagegars-Chiles-Scovall, Inc. 
DAYTON, O. i : 
Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirsch Press 
DETROIT, MICH. ' 

The Thomas P. Henry Co. 
Fred C. M u Co. 


George Willens & Co. 
INDIANAPOUS, IND. 
The Typographic Service Co., 


Asrow Press 

George F. Wamser, Typographer 

MINNEAPOUS, MINN. 

Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company : 

Advertising Agencies’ Service Co., Inc. 

Advertising Composition, Inc. 

Artintype, Inc. 

Associated Typographers, Inc. 

Adlas iypoessec ice, Inc. 

Central Zone Press, Inc. 

The Composing Room, Inc. 

Composition Service, Inc. 

Diamant Typogaplnc Service, Inc. 

A. T. Edwards Typography, Inc. 

Empire Saw C Fonen, Inc. 

Graphic Arts Typographers, Inc. 

Huxley House 

Imperial Ad Service 

King Typo, aphic Service Corp. 
phers, lac. 


» Inc. 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick Ww. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, lnc. 
Tri-Arts Press, Inc. 
sypogmenic a. fee 

graphic Designers, Inc. 
The ty pgraphic Service Co. 
Vanderbiln Jackson Typography, Inc. 
Kurt H. Volk, Inc. 
NEWARK, N. J. 
Barton Press 
William Patrick Co., Inc. 
PHILADELPHIA, PA. 
Walter T. Armstrong, 
Alfred J. Jordan, Inc. 
John C. Meyer & Son 
Progressive Composition Co, 
Typographic Service, Inc. 
PORTLAND, ORE. 
Paul O. Giesey 
ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, Inc. 
SAN FRANCISCO, CAL 
Reardon & Krebs, Inc. 


SEATTLE, WASH. 
The Deers Press 
Prank McCaffrey’s Acme Press of Sea 


Inc. 
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Hot Biscuits & 
Sorghum Molasses 


That's what we like about the South 


"Sumpin’ else we like down South is 
fishing and hunting 
(7,500.00 licenses sold!) 
door sportsmen and families (and 
Northerners interested in rn 
s ) is OUTDOOR SPORTSMAN. 
er 120,000 circulation; each co 


114 K& 47th &t., NYC 


r ‘round! 
ead by out- 


A PROVED 


. mer- 
!, and mail 
copy, rates, 


breught excellent — ae 


r Sportsman 


Pulls Like a Pike 
South's Number One Outdoor Magazine 


‘ock, Arkansas 


| RICHARD A. PATTERSON 


Patterson, 47, midwestern adver- 
| tising manager of Flying, a Ziff- 
| Davis Publishing Co. publication, 
| died Feb. 9 after a heart attack. 

| Prior to joining Ziff-Davis in 
| 1945, Mr. Patterson was associated 
with the advertising departments 
|of the Chicago Daily News, Her- 
|ald-American and Tribune. He 
| joined the publishing company as 
}a space salesman and was pro- 
|moted to midwest advertising man- 
lager in 1950. 

WILLIAM M. SHERRILL 

| Sr. Louis, Feb. 12—William M. 
| Sherrill, advertising and publicity 
|manager of the First National 
| Bank in St. Louis, died Feb. 9 at 
St. Mary’s Hospital, after a long 
| illness. He was 56 years old. 

| A native of Jonesboro, Tenn., 
Mr. Sherrill had been associated 


with the bank for 22 years. In ad-| 


mer director of the national Fi-| 
nancial Public Relations Assn. and 
the Advertising Club of St. Louis, 
he was a past-president of the| 
Tennessee Society of St. Louis, | 
Ist v.p. of the Missouri chapter 
of Sons of the American Revolu-| 
tion, and a member of the Missouri | 
Historical Society. 

| 


CHARLES B. BOWNE 

New York, Feb. 13—Charles 
Barrett Bowne, 62, part owner, 
president and editor of Hotel Ga- 
zette, national news weekly cover- 
ing the hotel, club, restaurant and | 
catering fields, died Feb. 11 after 
an extended illness. 

A native of Poughkeepsie, N. Y., 
Mr. Bowne attended Brown Uni- 
versity and then served as a re- 
porter on the Poughkeepsie’ Eagle- 
News and New York Sun before 
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entering the business paper field 


| Cutcaco, Feb. 13—Richard A.| dition to being a member and for-| as editor of Music Trades. Later 


he was editor of National Hotel 
Review, and after that, publicity 
director of the Hotel Assn. of New 
York City. 

In 1931, after having served as 
editor of Hotel Red Book, a di- 


rectory, Mr. Bowne purchased 
with Frank A. K. Boland, the 
Hotel Gazette, and became its 


president and editor. In 1943, he 
became a consultant of Hotel Red 
Book. 


MRS. MARY F. BENSON 
New York, Feb. 13—Mary Fil- 


lius Benson, 31, advertising copy- 


writer, died Feb. 10 after a short 
illness. 

After her graduation in 1940 
from Smith College, Mrs. Benson 
joined the advertising department 


of Gimbel Bros. Subsequently, she 


wrote copy for several other de- 


eeeand the key 
to it is the.. 


@DAYTON 


AKR 
one Leeper 


@ CoLumBUS 


Canton, Ghio is a 
Key FOOD Market 


FOOD sales are 45.5% 
above National Average 


Key Facts: Canton families spend $1,061 on food per family, 
per year. Compare that with the national average of $729; the Ohio 


average of $770. The 83,292 families 


in the Canton Metropolitan 


area enjoy an average per family buying income of $5,179 (9th in Ohio; 
71st in the nation). They spend $66,030,000 on food alone. One newspaper, 
The Repository, economically covers this key market—99.7% city zone 


coverage; 99.4% home deli 


vered. No other newspaper 


gives you merchandisable coverage of the Canton market. 


A Brush-Moore newspaper, represented nationally by Story, Brooks & Finley 


partment stores, and later was as- 
sociated with Grey Advertising 
Agency, D’Arcy Advertising Co., 
Hirshon-Garfield, William H. 
Weintraub & Co. and McCann- 
Erickson. She contributed copy 
and ideas to several advertising 
campaigns that later received na- 
tional awards. 


CHARLES G. SMITH 

LANCASTER, Pa., Feb. 12—Charles 
C. Smith, 57, president and chair- 
man of the Hamilton Watch Co., 
died on Feb. 6 at his home here. 
He joined Hamilton in 1930, was 
made secretary two years later and 
in 1939 was named v.p. He was 
elected president in 1951 following 
the death of Rudolph Kant. 


HENRY KANEGSBERG 

East Orance, N. J., Feb. 14— 
Henry Kanegsberg, 78, president 
of Blanchard Press and a special- 
ist in color printing, died Monday 
at his home here after an extended 
illness. 

Mr. Kanegsberg had been with 
the printing company for 60 years, 
having served as printer’s devil, 
superintendent, general manager, 
secretary and president. He was a 
charter member and past president 
of the New York Club of Printing 
House Craftsmen and organized 
the club’s Newark chapter, and had 
served for 35 years on the arbi- 
tration board of the New York 
Employing Printers Assn. 

He succeeded the late J. C. 
Blanchard a year ago as president 
of the printing house, which prints 
the Saturday Review and 33 
monthly magazines. 


FELIX PALAVICINI 

Mexico City, Feb. 14—Felix F. 
Palavicini, 71, founder of three 
newspapers and one magazine, and 
a former minister of education 
during the Carranza administra- 
tion, died here Monday of a heart 
attack. 

Of the publications that Sr. Pal- 
avicini founded, only El Universal, 
j}one of Mexico’s leading dailies, 
and the magazine Todo, are still 
being published. He held diplo- 
matic posts at the League of Na- 
tions and in Argentina, and in 
1942 was v.p. of the first Pan 
American Congress of the Press 
in Mexico. 


JOHN W. METTLER 

East Mittstong, N. J., Feb. 14— 
John Wyckoff Mettler, 73, found- 
er and president of Interwoven 
Stocking Co. and a past president 
of National Assn. of Hosiery 
Manufacturers, died at his home 
here yesterday after an illness of 
several hours. 

A graduate of Rutgers Univer- 
sity and New York Law School, 
Mr. Mettler practiced law in New 
York for several years before be- 
coming secretary and treasurer of 
Kilbourn Knitting Machine Co. In 
1905, he founded Interwoven, 
which was incorporated in 1906, at 
which time he became president. 
He served continuously in that ca- 
pacity until his death. 


MORRIS UNGER 

New York, Feb. 14—Morris 
Unger, 46, v.p. and manager of the 
Joseph Jacobs Organization, Jew- 
ish marketing and merchandising 
company, died yesterday of a heart 
attack. 

Born in Poland, Mr. Unger was 
brought to this country as a child 
and grew up in New York. He 
joined the Joseph Jacobs Organi- 
zation 28 years ago. In 1937, he 
was appointed general manager of 
the company, and six years ago 
was elected a v.p. 


Buys Wallace Poster 


Whitmier & Ferris, Buffalo, 
| outdoor advertising company, has 
|acquired Wallace Poster Adver- 
| tising Co., Oswego, N. Y., from the 
| estate of the late Joseph A. Wal- 
|lace. Wallace Poster operates a 
| branch in Watertown, N. Y. 
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| DuMont Cuts TV Prices , 1951 models. Included in the new 


|tal Air Lines’ agency, developed; Mager to ‘Cleveland Press‘ |! ; e 
| | The new television receivers of line are six 21” and five 17” sets. 


the interchange program and cam-| walter F. Mager has been trans- : . . 
paign. Bruce B. Brewer & Co.,| ferred from the Rocky Mountain Allen B. DuMont Laboratories, | The 21” models will cost from $70 


Kansas City, is the Mid-Continent| News, Denver, where he was an Passaic, N. J., are priced from 10% to $150 less than last year’s 19” 
agency. advertising sales representative, to to 15% lower than the comparable | sets. 


| the national advertising staff of 
'the Cleveland Press. Both are 
Agency Bows in Washington Scripps-Howard newspapers. 
Advertising Services Inc. has | 
| been opened in Washington to spe- | 
| cialize in advertising directed to Ruse & Urban Adds Sure 
| sportsmen and the sporting goods| James Products Co. has ap-| 


MANUFACTURERS & ASSOCIATIONS—EXHIBIT AT STATE FAIRS 


Reach 15 Million People. Make Sales. Secure Leads. Create Good will 
for Your Products. National or Regional schedules—all information 


| industry. L. Q. Bradley, formerly 
assistant treasurer of the National 
Rifle Assn., is president of the 
agency. 


pointed Ruse & Urban, Detroit, to 
direct advertising for its new prod- 
uct, Sure, an automatic washing 


|machine non-corrosive soap. | 


at OFFICIAL Central Office for Fairs—82 W. Washington Street, 
May & Woodhouse Chicago 2, Ill. 
Tel. DE. 2-3297 


LOATINENTAL AIR LINES 
: KEEP YOUR SEAT—Continental Air Lines 
* and Mid-Continent Airlines used four- 
4 column ads like this Feb. 1 in St. Louis 

' i and Denver newspapers to launch their 
’ joint new Denver-St. Louis through pas- 
senger service. Galen E. Broyles Ce., Den- 


ver, and Bruce B. Brewer & Co., Kan- 
sas City, are the respective agencies. 


Newspapers, Window 
Posters Plug New 
Through Air Service 


Denver, Feb. 12—Continental 
Air Lines here and Mid-Continent 
Airlines in Kansas City are using 
newspaper insertions and colored 
silk screen window posters in 
Denver and St. Louis to promote 
a new through passenger service 
from Denver to St. Louis, and 
from St. Louis to Colorado Springs 

f to Denver. The service started Feb. 
1 


Parents Magazine — 


announces 
a new circulation guarantee of 


1,400,000 


effective with its September 1952 rssue and a 
less than proportionate increase in advertising rates 


The joint operation is similar to 

Continental’s recent Houston-Los 
Angeles through service program 
inaugurated in conjunction with 
American Airlines (AA, Oct. 8, 
51). 

Four-column, 150-line insertions 
in the Denver Post, Rocky Moun- 
tain News, St. Louis Globe-Demo- 
crat, and St. Louis Post-Dispatch 
launched the campaign Feb. 1 and 
have been followed by daily two- 
column, 75-line insertions in those 
papers, using a different ad on) 
‘ alternating days. 


JI aT a 


INCE March 1951 there has been no increase in our guaranteed 

circulation rate base of 1,250,000 although as of our February 1952 
issue we announced an assured circulation of 1,300,000. The rates here- 
with announced are a less-than-proportionate increase as related to our 
new circulation guarantee of 1,400,000. The circulation guarantee goes 
up 12%, while the advertising rates go up only 9.6%. 


s The St. Louis ads feature Mid- 
Continent Airlines and the Denver 
ads feature Continental Air Lines. 
} Theme of the copy is “Same seat 


WRITE FOR FREE 
CATALOG 52-V 


.. Same plane. . all the way.” 
son cae ek CIRCULATION GROWTH OF PARENTS’ MAGAZINE REDUCTION IN PARENTS’ MAGAZINE'S BASIC RATES 
Mid-Continent crews, with changes | NET PAID ABC PER PAGE PER 1000 CIRCULATION 
4 slated for Kansas City. ee . : ae os Bt Se: ee a, 
Two-way service for Colorado 1,500,000 | | ae eee a T ] | | 
Springs is planned for some time l 400,000 | +— 
in the late spring. A similar intro- oy ‘ |  Uiet Se) Si a a a ae Fe Se se 
duction program will get under 1,300,000 | A ae | 
way at that time. t - - Pow 
Galen E. Broyles Co., Continen- pare | $6.00 aE ee ae o = 
} T | | 
100,000 j | | 
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Too Busy For Duplication 


How many of your really busy business friends 
read all three news magazines? Ask them. Surveys of 
our subscribers show consistent non-duplication. 
For example, 86% of “U.S. News & World Report” 
subscribers do not subscribe to Newsweek; 

75% do not subscribe to Time. 

Business people constitute a class by themselves. 
They are the “Busy Class,” high-income people 
with responsibilities so demanding on both time 
and knowledge that their reading is 

highly selective. 


Class News Magazine 


In ever-increasing numbers, important men in all 
types of business and every kind of job are turning to 
“U.S. News & World Report” for its essential news 
and its effects on their own business, their own incomes, 
: and their own careers. They include people of 

: calibre and accomplishment: in production, 
management, sales, distribution, engineering, finance, 
and development. One characteristic they share 

in common—a keen interest and large stake in news 
that helps them in their business. That keen 

interest can also include the news of your product, 
your service, and your company. Because 

of non-duplication with the other news and 
management magazines, they constitute 

an important market available only through the 
advertising pages of “U.S. News & World Report.” 


LI S N FIRST IN ADVERTISING GROWTH 
* 2 CWS 1951 Revenue Gain 53% Over 1950; Greatest in Its Field 
FIRST IN CIRCULATION GROWTH 


i mag azine & Wo rid Report 1951 First 6 months ABC Gain 23% Over 1950; 


Greatest in Its Field 
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Supermarket Replaces 


General Store: Elder P 


(Continued from Page 1) 


Philadelphia, that man- 
agement has not yet reached the 
point where it can establish a 
tandard sales volume in the 
manner that it establishes a 
but it is nearer the 


fining Co., 


for 
same 
shop standard, 
goal 

4. Manufacturers were urged to 
establish closer relations with dis- 
tributors by W. G. Pierce Jr., pres- 
ident, Pierce-Phelps Co., Philadel- 
phia, who said there is a growing 
trend on the part of manufacturers 
and manufacturing associations to 
set up special distributor advisory 
committees. 

5. I. J. Kaar, manager of engi- 
neering, electronics division of 
Genera! Electric Co., reported that 
the electronics industry, which has 
grown from $250,000,000 in 1939 
to $4 billion in 1951, is on the brink 
of extraordinary developments. He 
said a personal radio of hearing | 
aid size running indefinitely on one | 
set of batteries is within sight, and | 
that computing machines that now 
oceupy a large room can conceiv- 
ably be made about the size of an 
_ office-type calculating machine. 


a Bernard Kilgore, president, 

Street Journal, predicted that 
f processing will be further 
m@shanized, that synthetic fibers 


Wik take over more and more in 
teables s, that pre-fabricated hous- 
ing) will gain in popularity and 
us@y and that distribution of all 
umer goods will be affected by 
mtralization of industry. 

Elder, speaking on the 
ging motivations and buying 
ts of consumers, emphasized 
the mobility of people has in- 
ed. Migration between 1940 
and 1950, he said, 
brought to the 
Far West 312 bil- 


lion more people 


than natural 
growth would 
have provided. 
The South was 
a heavy loser by 
migration 
These popula- 
tion movements, 
Bren Elder he said, “indicate 
« the desirability 
of periodic review of sales terri- 
tories, territorial quotas, and the 
geographic balance of advertising 


appropriations 


@ “Changes in the way people want 


to do their shopping are revolu- 
tionizing the nature of retail 
stores,” Mr. Elder said. “The clerk 
behind the counter is vanishing 
or becoming steadily less impor- 
tant as a factor in selling. More 


and more the trend is to open dis- 


play, with the customer making 
her own selections, free from in- 
fluence. 


“By a queer turn of the cycle, 
the supermarket seems to be turn- 


ing into a modern-day replica of 
the old general store. Once people 
bought their toothpaste exclusively 
from the drug store. Today, gro- 
cery supermarkets sell about 60% 
of the nation’s toothpaste. And 
grocery stores now sell 31% of all 
cigarets, nearly three times as 
many as cigar stores and tobacco 
stands 
es “it’s no longer true,” Mr. Elder 
said, “that women do nearly all 
the country’s shopping. Recent 
studies show that men are respon- 
sible for something like 15% of 
all the business that passes through 
supermarket check-out counters. 
“Intermingled with these changes 
have been highly _ significant 
changes in the level of personal 
income and its pattern of distribu- 
tion.” Mr. Elder pointed out. “In 


1940 the nation’s aggregate per- 
sonal income after taxes was just 
under $76 billion. In 1952 it will 
probably approximate $232 billion. | 
Even after we squeeze the in-| 
flation out, 1952’s real purchasing 
power, in 1940 dellars, will be $132 
billion, or 74% above 1940. 


@ “Perhaps even more important] 
marketwise,” he said, “has been 
the leveling out of the personal 
income structure. Even in the 
lower brackets, where exist the 
great reservoirs of unsatisfied de- 
mand, disposable income has risen 
sharply. The fellow in the middle 
of the economic scale was able in 
1951 to buy one-third more goods 
than he could buy in 1940. 

“When we consider the marginal 
concept of ‘discretionary purchas- 
ing power’—money available for 
things other than the basic neces- 
sities of food, clothing and hous- 
ing—the figures are even more 
startling. Discretionary spending 
power in 1952 is estimated at $105 
billion, or four and a half times 
the 1940 figure of $23 billion. 
Squeezing out the inflation, people 
can still buy two and a half times 
as much this year as in 1940 of 
things that they want but do not 
have to have. 


@ “If we are to sustain our na- 
tional economy on an expanding 
basis,” Mr. Elder emphasized, 

are going to need a constant flow 
of new products into the market. 
The maintenance of satisfactory 
profits depends on making each 
selling and advertising dollar work 
a little harder. Scientific research 
must create new possibilities. 

“Perhaps it would pay off tre- 
mendously if we would undertake 
market exploration in a deliberate 
and organized fashion,” he sug- 
gested. “For instance, the practical 
disappearance of domestic help has 
brought the industrial revolution 
into the home. There is a basic 
demand for anything that will 
save labor, or make work easier or 
less unpleasant. 

“Suppose we were to apply sone 
of the well-known techniques of 
time and motion study to the oper- 
ations of typical housewives in 
running their households. It would 
surprise me greatly if such studies 
failed to produce numerous ideas 
for new products or improvements 
in existing products which would 
make them more salable.” 


8 William F. Wrightnour, director 
of training, tire division, U.S. Rub- 
ber Co., told the conference “the 
most important area of sales man- 
agement responsibilities that cries 
out for consistency in program- 
ming is that commonly referred to 
as human relations. 

“If a man knows that he has 
been selected by a rigid process; 
if initial training is provided to 
assure him of an adequate back- 
ground to compete successfully; if 
there is an objective, organized 
program for further training,” Mr. 
Wrightnour said, “that man will 
respond most favorably, in terms 
of attitude, because he will realize 
that the company is creating a 
working environment conducive to 
good personal responses and ad- 
justments.” 


® Richard H. DeMott, president of | 
SKF Industries, Philadelphia, | 
stressed that modern marketing) 
includes “practically every step) 
in the movement of goods from the 
production line to the ultimate con- 
sumer. In consequence, the mar-| 
keting executive or sales manager 
must really train himself to be a) 
highly complex miracle man. He 
must go all out in his attack on 


NEW TEAM—Raising glosses are officers of Magnus, Mabee & 
Reynard Inc., maker of essential oils and related products, 
new agency, 


and representatives of the company’s 
Wasey & Co. Left to right: J. B. Magnus, 


director; George Morris and P. Wesley Combs, account execu- 


of the agency, and 
The occasion was a 
the Assn. of M 


Erwin, 


sd, 


tives with the agency; R. B. Magnus, v.p.; “ys Wasey, v.p. 
f the 


P. C. Magnus, p 
cocktail “yy! given by the company for 
4, 


P 


v.p. and advertising 
at the Waldorf, New 


ers oO! ti y and Ch 
York. 


Sales research, market research, 
scientific selection and training of 
salesmen, sales stimulation and 
control, new techriques in adver- 
tising and sales promotion, new 
ideas in public relations, the in- 
tensive development of old out- 
lets and the creating of new out- 
lets for his products.” 

George S. Demme, sales man- 
ager, textile fibers department, E. 
I. du Pont de Nemours & Co., 
pointed out that competition and 
change are not new in the textile 
industry. 

“In 1800,” he said, “wool was the 
predominant fiber in the world, 
being used in a 20-to-1 ratio over 
cotton. Today, cotton is used in a 
ratio of 7-to-1 over wool. The total 
use of wool has increased tremen- 
dously; the use of cotton has 
merely increased faster. 

“The industry today,” he said, 
“is composed of many fibers, each 
of which is serving specific uses. 
It is a dynamic industry constantly 
in search of new products. As an 
example, the production in 1920 
of rayon and acetate totaled 10,- 
100,000 pounds. By 1951 it had 
grown to 1,293.5 billion pounds.” 


® William R. Dixon, assistant gen- 
eral sales manager, Dow Chemical 
Co., predicted greater use of plas- 
tics to replace metal in such con- 
sumer items as refrigerators, tele- 
vision sets, automobiles, furniture, 
electrical equipment and toys. Con- | 
sumer resistance to plastics, he, 
said, will have to be overcome by 
more inter sive educational adver- 
tising and sales promotion. 

Walter Reiners, associate of 
Booz, Allen & Hamilton, manage- 
ment engineer, stressing the need} 


of controlling inventory in dis- 
tribution channels, pointed out | 
that manufacturers’ total inven-| 


tories in 1951 were estimated to be 
almost $42 billion, an increase of | 
$8.5 billion for the year. This, he 
said, was the largest inventory in- 
crease ever recorded in dollars 
and goods. Only 10% of the in- 
crease, he said, was attributed to 
higher prices. 

“In my opinion,” Mr. Reiners 
said, “the main reason for not un- 
derstanding our inventory prob- 
lems better is because we think 
too much of our own internal prob- 
lems, of our own needs to produce 
and sell something to somebody, 
rather than to seek to know and 
understand those to 
would sell. It is the consumer and 
his interests and requirements that 
need constant study.” 

He cited the television industry 
as a vivid example of phenomenal 
growth, over-production, profit- 


swallowing inventories and finally | 
recognition of the need for decisive | 
for | 


to maintain control 
inventories in balance 
The control method 
television industry, 
to employ Dun & 
prepare and main- 


action 

keeping 
with demand. 
used by the 
he said, was 
Bradstreet to 


tain a continuing sample audit of 
retail inventories and sales. 


2 A. G. Crockett, assistant to the 
executive v.p. of Mack Trucks Inc., 
pointed out that marketing cam-| 
paigns must cut across many cor-| 
porate areas, and involve coordin- 
ation of production, sales, engi- 
neering, advertising, public rela- 
tions and operating functions. 

“My recommendation,” he said, 
“is to give the authority for both 
planning and running the cam- 
paign to one man. Give this man 
not only the authority but also the 
prestige he needs to enable him to 
gain the cooperation of the rest of 
the organization and the people he 
is selling. If you have the right 
man, you'll be surprised at the re- 
sults and savings in time and 
costs.” 


Newspaper Copy 
Gets Gorton-Pew 
Emphasis in ‘52 


G.oucester, Mass., Feb. 13—The 
main selling job for Gorton’s 
canned and frozen fish products 
this year will be done by 225-line 


whom we} 


ads in 59 newspapers. Ads feature 
| rhymed jingle copy and are being 


| 


| 
| 


| 
| backed up by smaller space in- 
sertions on a frequent schedule. 

During Lent the frequency will 
| be increased, and radio and tele- 
vision schedules will be added. 
Homemaking shows in 14 cities 
have been set by the manufac- 
turer, Gorton-Pew Fisheries Co. 
The company also maintains a 
monthly schedule in Everywo- 
man’s Magazine, Family Circle 
and Woman’s Day. 


H. B. Humphrey, Alley & Rich- 
ards, Boston, is the agency. 


Georgia Dailies Admen Elect 
The Georgia Dailies Advertising | 
| Assn. has elected L. A. Updegraff, | 
| promotion and national advertis- | 
|ing manager of the Ledger and| 
Enquirer, Columbus, Ga., presi- 
dent. Other officers elected are 
Don Collier of Moultrie, v.p.; Tom | 
Hurley of Atlanta, secretary, and | 
A. E. Floyd of Savannah, treas- 
urer. 


| Borg-Warner Boosts Schmidt 

Ingersoll products division of 
Borg-Warner Corp., Chicago, has | 
promoted Thur Schmidt, assistant 
to the president, to director of re- 
search and development. 


| Commercial, 


FTC Says ‘No,’ but 
Dolcin Corp. Plans 
to Run Same Copy 


New York, Feb. 14—Despite a 
ruling by a Federal Trade Com- 
mission examiner that Dolcin is 
only aspirin (AA, Feb. 11), the 
maker of that product plans to 
continue advertising Dolcin “as 
an outstanding drug for relieving 
arthritic and rheumatic pains and 
discomfort.” 

The FTC ordered the Dolcin 
Corp. not to advertise the product 
as an inexpensive pain killer un- 
less the price is reduced below the 
price of aspirin. 

A spokesman for Dolcin told AA 
today that there will be no reduc- 
tion in the price and “not a single 
word” of the advertising wil] be 
altered. 

Dolcin, in a blast aimed at retail 
druggists, called the FTC exam- 
iner’s order “tentative” and as- 
sailed it as being “based alto- 
gether on testimony—only opinion 
testimony—of the government's 
witnesses in answering questions 
y to them by government coun- 
se Ru 


# “It ignores entirely the respon- 
dent’s evidence,” continued Dolcin, 
“and even ignores some of the sig- 
nificant answers, favorable to Dol- 
cin, given by government witnesses 
to questions put to them on cross- 
examination.” 

The company said that it had no 
alternative but to appeal to the 
commission, and, if need be, to 
the courts. An appeal to the com- 
mission has already been filed. 

Dolcin charged that it had been 
denied “full opportunity to pre- 
sent its principal evidence on the 
succinate-salicylate formulation 
because the examiner closed the 
record prematurely over Dolcin’s 
objection. Therefore, in appealing 
the order to the commission, Dol- 
cin will insist that the case be re- 
opened to give it full opportunity 
to introduce the additional avail- 
able evidence demonstrating the 
superiority of the succinate-salicy- 
late combination over salicylates 
alone for the relief of arthritic and 
rheumatic pains and discomfort.” 


House of Gloss Names Agency 


House of Gloss, Chicago, manu- 
facturer of Siligloss, a_ silicone- 
base automobile finish, and other 
| silicone products, has appointed 
Burlingame-Grossman to _ direct 
its advertising. Newspapers, trade 
publications and direct mail are 
planned. 


Opens Cleveland Ad Office 


The Journal of Commerce & 
New York, has 
opened an advertising office in the 
Bulkley Bldg., Cleveland. Harry 
L. Gebauer, formerly with the 
American Society of Metals, is the 
manager. 
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Emery OffersNew | 
Slogan to Boost 


Economic System | 


St. Louis, Feb. 13—America)| 
needs a new phrase to sell its peo- 
ple on the American governmental 
and economic systems and to keep 
them sold, according to Carlyle 
Emery, v.p. of Ruthrauff & Ryan, 
Chicago. 

Speaking before the Women’s 
Advertising Club of St. Louis, Mr. 


Emery suggested the slogan: “A 
free man’s way of life.” 
Current slogans, he declared, 


lack human appeal and are more 
attuned to time clocks and adding 
machines than to human hearts. 
“We'll never,” he continued, “see 
a torchlight parade of Americans 
carrying a banner labeled ‘We 
want free enterprise.’ ’ 


® Even though, he said, the words, 
“competitive free enterprise sys- 
tem,” accurately describe the 
American business and industrial 
system, “are they the right words? 
Are they put together in the best 
way to sell our 155,000,000 people 
on all we have fought for, died 
for, sacrificed for, paid taxes for— 
and are still bleeding for?” 

The phrase, “a free man’s way 
of life,” comes much closer, Mr. 
Emery said. Linked with a uni- 
versally recognized symbol, like 
the Statue of Libert:, it could be 
made into a “great new trademark 
of freedom that can be included in 
much of our advertising.” 

Mr. Emery said he doubted if 
5% of Americans clearly under- 
stand the meaning of “free, com- 
petitive enterprise.” And the slo- 
gan, “the American way,” lacks 
dramatic punch, he said. 


Dr. Ballards in U.S. 


Dr. Ballards Animal Foods Ltd., 
Toronto, has completed arrange- 
ments to market its products in 
the U. S. F. A. Grosse Co., Seattle, 
has been appointed key broker for 
the operation. Stevenson & Scott 
Ltd., Toronto, is the company’s 
agency and will direct advertising 
in the U. S. market through Sam 
Young. 


Parsons Heads Committee 


C. F. Parsons, v.p. and general 
manager of Zenith Radio Distrib- 
uting Corp., Chicago, has been ap- 
pointed chairman of the television- 
radio committee of the Electric 
Assn., Chicago. 


S\OLFDOM 


ee 
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NARTB Appoints Allerton: 
| Adds WPTZ, WXEL to TV List 


The National Assn. of Radio and 
Television Broadcasters has ap- 
"pointed Richard M. Allerton, for- 
|merly director of market and ra- 
dio research for Free & Peters, 
New York, its director of re- 
search. He succeeds Dr. Kenneth 
H. Baker, who has resigned to or- 
ganize his own media research or- 


| ganization, Standard Audience 
a Service, in New 
ork. 


Meanwhile, the association has 
added WPTZ, Philadelphia, and 
WXEL, Cleveland, to its list of 
television station members, bring- 
ing the total of television members 
to 82. 


Offers Lotion in Plastic Bottle 


Johnson & Johnson, New Bruns- 
wick, N. J., is offering its John- 
son’s baby ‘lotion in an unbreak- 
able, plastic squeeze bottle, as well 
as in the usual glass bottle. Be- 
ginning with May issues, maga- 
zine ads will feature the lotion in 
both bottles. Young & Rubicam, 
New York, handles J&J’s baby 
products account. 


| Beckham Joins La Fond Bayard to McNeill & McCleery 


Robert S. Beckham, formerly; Jere Bayard, formerly with Wal- 
executive v.p. of Moore & Beck-/| ter McCreery Advertising, Bev- 
ham, Greenwich, Conn., has been erly Hills, has been appointed a 
appointed an account executive of |v. p. of McNeill & McCleery, Hol- 
Richard La Fond Advertising, New | lywood. 


York. 
A. P.T. Appoints Force Inc. 
Johnson & Johnson Moves A. P. T. Products, Mahwah, 
Johnson & Johnson, Evanston,|N. J., designer and manufacturer 
Ill, agency, has moved to 609|of games, apparatus and equip-| 
Davis St. ment for children, has appointed | 


Force Inc., Paterson, N, J., to han- 
dle its new Rock-N-See Saw. Ini- 
tial promotion will be directed to 
schools and nurseries. 


| Congdon to Griswold Agency 


Francis L. Congdon, formerly a 
director of advertising and mer- 
chandising for Altes Brewing Co., 
Detroit, has been appointed an ac- 
count executive of Griswold- 
Eshleman, Cieveland. 


Extra Brewed | 


SGA FREE | 


Agency: Maxon, Incorporated 


proof in the record 


Frank Griesedieck, Advertising 
Manager of Griesedieck Western 
Brewery, says, “The proof that we 
consider car cards an important 


t of our advertising program is 


in the record of the schedule... a 
full showing for ten years straight 
running.” 


Loomis 
Advertising Company 


506 Olive St. 
St. Louis 1, Mo. 


(nats 


93 out of 10 of your prospects 


read THE DENVER 


POST 


Here’s unique single medium coverage of a major metropolitan market 
of 563,832 people. In addition, The Denver Post saturates its retail 
trading zone, blankets the State of Colorado, and penetrates the 


entire Rocky Mountain Empire. 


CIRCULATION 


Sunday 


pred Publisher’ s Statement 
September 30, 1951 


oe THE DENVER POST 


The Voice of the Rocky Mountacn Empire 


POtmMER MOTT FOITOR AND. PUBLISHER | 


Represented Netionelly by Moloney, Regen & Schmitt, Inc. 
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m= FeLECTRO-MATIC 


THE ONE WAY TO BE SURE 
ebout black and white plates. 
You've got to “proof right to print 
right" —so now we're including o 
color bar of 80% tone on every 
black and white proof. It gives you 
closer control thon ever before 
over the final reproduction. It's 
another example of Electro-Matic's i 


ite I, 


’ S 


TRETUEVICLECTTLET TT > 
attention to detail— another rea- § 
son why it pays to call DElaware 4 
7-1277 for your engravings. 3 a fs { 
i a * 
TINT GUIDE FREE i aks 4 


A complete kit thot gives you not 
only the full gray scole, but also 
the corresponding tone values in gr 5 
standard red, yellow and blue. AE 
Write or phone for yours. 


MEMBER OF CHICAGO rane 7 @.* 


ENGRAVERS . 
ELECTRO-MATIC ENG. CO. + 10 WEST KINZIE ST. + CHICAGO « DElaware 7-1277 »Y merchants who patronize a 


PHOTO-ENGRAVERS TO ADVERTISING AGENCIES 


ASSOCIATIO 
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If Reasons Aren‘t Given... 


Cuicaco, Feb. 12—A casual by- 
| stander dropping in at the winter 
| meeting of the Inland Daily Press 

Assn, might have got the impres- 
‘sion that newspaper publishers 
|are more interested in refusing 
| than accepting advertising. 
This at least was the atmosphere 
| which prevailed at yesterday’s 
opening session when newspaper 
executives gathered to hear at- 
torney Lawrence L. O’Connor dis- 
|euss “Your Rights to Refuse Ad- 
| vertising.” 

Mr. O’Connor’s talk came ap- 
propriately in the wake of the 
Supreme Court decision in the 

| Lorain Journal case, in which the 

|Ohio newspaper was denied the 
nx Yight to refuse advertising offered 


W:. at WOAI, have had a 50,000 watt 


clear channel voice for a long time. We can 
say, with considerable pride, that WOAI is the 
Southwest's most powerful advertising influence, 
and prove it. Now, that voice hasn’t changed 
much in years, but the audience we talk to has 
increased tremendously! Since 1942, radio 
families in WOAI’s influence have increased 
nearly 120% — from 349,000 in '42 to 767,000 
in '51. WOAI’s rate has increased only 13% 
in the same period. There are about 53,000 TV 
sets in the San Antonio area. If those homes 
never listened to WOAI (and we know they still 
do) WOAI still has more than doubled its 
audience in the last nine years. 


NBC-TOQN 


Represented Nationally by 


EDWARD PETRY & COMPANY, INC. 
NEW YORK . CHICAGO . LOS ANGELES . ST. LOUIS 
DALLAS . DETROIT 


SAN FRANCISCO . 


ey 
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CHECK BMB — CHECK 
HOOPER — CHECK 
RESULTS — YOU’LL 
FIND WOAI IS A 
BETTER THAN EVER 


Newspapers Can Refuse Advertising, 
Attorney Reassures Inland Members 


| competing radio station (AA, Dec. 
|17). 

| 

|@ Mr. O’Connor, who is counsel 
for Inland, assured his listeners 
that the “Lorain Journal case 
should not worry you.” He said 
that case was tailor-made for gov- 
ernment trust-busters because the 
violations are covered clearly in 
the Sherman Act. 

Publishers can still refuse ad- 
vertising, advised Mr. O’Connor, as 
long as this refusal “does not 
have the purpose of creating a 
monopoly.” 

The lawyer went on to offer 
suggestions of strategy for refusal 
of advertising. He advised the pub- 
lishers and editors never to give 
reasons for refusing advertising— 
except if called upon to do so in a 
court of law. 


# “You are the sole judge.” said 
Mr. O’Connor, “of whether adver- 
tising is useful to a community... 
and when you turn down adver- 
tising, you turn it down in silence.” 

Simply return the copy, said Mr. 
O’Connor, because advertisers 
have no right to inquire about 
reasons for papers’ refusal to print 
their advertising. 

Mr. O’Connor also reminded his 
audience that the burden of proof 
is on the government, which must 
show in a court that refusal to 
print advertising resulted in a 
monopoly or benefited a competi- 
tor. 

The attorney said the chief cri- 
terion in making a decision about 
running of ads is the purpose for 
which the advertising is refused. 
For example, he said, a paper can- 
not refuse outdoor theater adver- 
tising in order to protect local 
movie houses. But it can, he ex- 
plained, refuse such advertising 
on the grounds that the paper feels 
that outdoor theaters promote im- 
moral practices because couples 
can “neck” in the seclusion of their 
cars. 


@ Mr. O’Connor pointed out that 
“area non-interest” is a legitimate 
reason for refusal of advertising. 
For example, if a used car dealer 
from Chicago decides he wants to 
advertise in a town some 60 miles 
away so that he offers autos $300 
cheaper than a customer can buy 
in this town, then a paper can re- 
fuse such advertising on the 
grounds that his readers are not 
interested in going so far to buy. 

Again, though, Mr. O’Connor 
emphasized that a newspaper 
never has to give reasons for its 
refusal to accept advertising. 

The newspaper executives at the 
meeting bombarded Mr. O’Connor 
with questions, most of them con- 
cerned with how to get away with 
refusing advertising. Many of them 
expressed anger that a paper can- 
not refuse advertising on the 
grounds that acceptance would 
damage the newspaper and the 
community as a whole. 

Their interest was demonstrated 
graphically when one member rose 
and asked for a show of hands in- 
dicating that newspapers have re- 
fused advertising. Of the 200 pres- 
ent, a vast majority lifted their 
hands. 


® Newsprint supply in 1952 should 
be adequate, according to a report 
by Franklin D. Schurz, business 
manager of the South Bend Trib- 
une and chairman of the Inland 
Daily Press Assn.’s newsprint com- 
mittee. 

Speaking at the Inland meeting 
| yesterday, Mr. Schurz predicted 
‘that tonnage will be up 2% 
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“THANK YOU FOR THE CHANCE 


fe watch my daughter grew up” 


CANCER STRIKES ONE IN FIVE! | 
‘Strike bark —gve to conquer concer 


FOR CANCER—This is one of the ads 
American Cancer Society, New York, is 
asking publications to run in April or 
May issues, as part of the organization's | 
cancer control drive. | 


this year but he also warned that | 
manufacturers will probably an-| 
nounce a price increase very | 
shortly. 

Mr. Schurz said he expects pub- 
lishers who have high inventories | 
to cut down their orders after the} 
price boost and this may allow) 
newsprint shipments overseas, 
where there is a shortage of 245,- 
000 tons in 45 markets. 


® While the short-range outlook is 
optimistic, Mr. Schurz pointed to! 
tight days ahead in the next de- 
cade. He pointed out that the de- 
pression birth rate was low com- 
pared to the past five years and! 
this will mean many more news-! 
paper readers in the ‘60s. He 
therefore told the publishers to 
look around now for a well-estab- | 
lished newsprint manufacturer so | 
that they can be certain of a reli-| 
able supplier. 


American Library Names 
Howe to Direct Sales 

Wallis E. Howe Jr., formerly | 
with the New York Herald Trib- 
bune and the New York World- 
Telegram & Sun and an organizer 
of Pocket Books Inc., has joined 
the New American Library of 
World Literature, publisher of Sig- 
net Books and Mentor Books. 

Mr. Howe will be director of 
sales, a new position in which he 
will coordinate the activities of the 
company’s three sales departments, 
magazine wholesaler, trade and 
export sales. 


KSFO, KPIX Move 

KSFO and KPIX, San Francisco 
radio and television stations, have 
moved to new studios at Van Ness 
Ave. and Greenwich St. 


i 
‘HICAGO NS 


te * th | 
AMBASSADOR 


1,000,000 Entries 


|and prize allocations in schools, 


Voice of Democracy 
Contest Draws Over © 


out the country. 

Contest winners and their radio 
| station sponsors are: Dwight Clark 
|Jr., Fort Collins, Colo. KCOL; 

WasHINGTON, Feb. 12—More| Mara G. Massilink, Burlington, Ia., 
than 1,000,000. entries from high| KBUR; George A. Frilot, New Or- 


school students throughout the} leans, WWL; and Thaddeus S. Zol- | 


U.S. and its possessions were sub-| kiewicz, Buffalo, N. Y., WBEN. 
mitted in the fifth annual Voice of 

Democracy contest, winners of | Emmett Buys Building 

which were announced last Friday.| James Emmett Advertising, 


Co-sponsored each year by the) Portland, Ore., has purchased a) 
dwelling at the corner) 


National Assn. of Radio & Televi-| two-sto 
sion Broadcasters, the Radio-Tele-| of Southwest 16th and Taylor, 
vision Manufacturers Assn. and| which will be remodeled into an 
the U. S. Junior Chamber of Com-| agency office and art facilities. 
merce, the 1951-52 contest opened 
last October in conjunction with) 
National Radio and Television) 
Week. 

Broadcasters, radio-television) 


before June 1. 
Mutual Appoints Collins 


ert S. Taplinger & Associates, has 


distributors and dealers and Junior jeen named West Coast press rep- | 


CofC chapters participated coop-| resentative for Mutual Broadcast- 
eratively in contest arrangements| ing System in Los Angeles. 


Occupancy is planned some time 


Copp Collins, formerly of Rob- | 


4) 


communities and states through-| SOMEBODY’S SECRETARY ... by POST-HALL SYNDICATE 


POST-HALL OF 
COURSE! THEY 


YES, I KNOW THE SALES 
MANAGER |S PLANNING 


A COMIC- TYPE SPECIALIZE IN LOW 
PROMOTIONAL COST PICTURE BOOKLETS 
BOOKLET-- BUT FOR SALES PROMOTION... 


WHO'S DOING \T / HANDLE THE COMPLETE 
JOB FROM SCRIPT 
IDEA TO PRINTED 
BOOKLET. 


Post-Hall 

Syndicate, 
295 Madison, © 
_ New York 17. 
MU 6-4650 


Pes oe ET at 
_ FREE SAMPLE BOOKLETS AVAILABLE FROM THE ABOVE ADDRESS 


CARS TOOAY ARE LOADEO WITH ELECTRI- 


CALLY OPERATED Acc BECAUSE 
OF THE CONVENIENCE OF THE SERVICE 
STATION TO THE ER, IT HAS BE- Zz 


COME A HIGHLY IMPORTANT OUTLET FOR 
THE SALE OF THESE ACCESSORIES, REPLACE- 
MENT BATTERIES AND OTHER TGA ITEMS. 
COMMERCIAL: IF YOU ARE INTERESTED IN 
CONTACTING THE O11. COMPANIES AND IN- 
DEPENDENT JOBBERS WHO SUPPLY THESE 
SERVICE STATIONS OWE SURE WAY TO 00 
IT 1S THROUGH WAT/IONAL PETROL SUM NEWS. 


MN 1,4) 7 
innit 
MAN) yy 


TOP HEADACHE FOR MOTOR- 
'STS IN 1950 WAS BAT- 
TERY FAILURES... 10,830,000 IN NUMBER. 


TBA ITEMS REPRESENT MORE THAN ONE-FIFTH 
OF THE GROSS SALES : 

OF & TYPICAL SERVICE 
STATION, NATIONAL 
PETROLEUM NEWS IS 
THE PUBLICATION 
THAT CAPTURES THE 
AUDIENCE OF INDE- 
PENDENT O1L VOB - 
BERS AND MAJOR 
OL COMPANIES WHO 
SUPPLY THIS MARKET, 


APPROXIMATELY 25,000,000 BATTERIES WILL BE 
SOLO IN 1962. IT IS ESTIMATED OVER HALF OF 
THESE WILL BE SOLD THROUGH SERVICE STATIONS. 


R.L. (608) SOMMERVILLE, 
ASSISTANT GENERAL SALES 
MANAGER, ELECTRIC STOR- 
AGE BATTERY COMPANY, 
PHILADELPHIA SAYS: 
"EXIDE USES NATIONAL 


ING MAJOR O14 COMP- 
ANIES ANO INOEPEN- 
OENT JOBBERS, THRO- 
UGH IT'S ADVERTISING 
PAGES WE ARE MAKING 

& STRONG BID TO GET OUR 

FULL SHARE OF THE REPLACEMENT 
BATTERY MARKET SOLD THROUGH 
THE NATION'S MORE THAN 200,000 SERVICE 
STATION'S THIS YEAR.” 


THE ELECTRIC STORAGE BATTERY CAME INTO ITS 

OWN IN 1912 WHEN CADILLAC ADOPTED 

A GENERATOR -BATTERY SYSTEM FOR 
LIGHTING ANO IGNITION. 


1213 WEST THIRD ST & 


*TBA ‘iS THE OIL 


NATIONAL PETROLEUM NEWS 


CLEVELAND, OHIO 
OFFICES: IN NEW YORK + CHICAGO + PHILADELPHIA + HOUSTON + LOS ANGELES 
INDUSTRY'S DESIGNATION FOR TIRES, BATTERIES AND ACCESSORIES 


A Platt Petroleum Publication 
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™ “were plagued with failure of the 
WMmechanism uniformly and with 
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Brown & Bigelow, 
Sparklet Win Patent 
Suit Against Ronson 


Sr. Louis, Feb. 12—The U. S. 
district court here last Tuesday 
filed a decision for Brown & Bige- 
low, St. Paul, as intervener, and 
Sparklet Devices Inc., St. Louis, 
defendant, in a patent infringe- 
ment suit brought by Ronson Pat- 
ents Corp., New York 

Brown & Bigelow manufactures 
a patented Redi-Flame automatic 
compressed gas lighter, introduced 
two years ago and sold by its 
salesmen, as well as the patented 
Sparklite lighter sold by Sparklet 
Devices. 

The infringement suit involved 
rights on Ronson’s wick and snuf- 
fer patent, with Ronson claiming 
that B&B and Sparklet infringed 
by using substantially the same 
device on its lighters. 


8 In his decision against Ronson, 
Judge Rubey M. Hulen said that 
“to hold otherwise would be to 
broaden the claims of plaintiff's 
patent beyond the intent of plain- 
tiff's patent at the time it was 
filed, beyond the meaning of the 
language of the patent claims and 
beyond the right of plaintiff under 
the law. 

“Early lighters,” he continued, 


Meertainty to produce a flame. It 
is evident defendant was not in- 
entionally copying plaintiff's pat- 
nt or seeking to hedge as close as 
ve patent law would permit. The 
ccused lighter was a new and 
idica! departure from plaintiff's 
ighter in that it used gas instead 
f liquid fuel.” 

Howard Fischer, B&B’s patent 
ttorney, said the decision will 
ave an important bearing on his 
ympany's $1,500,000 claim against 
onson for setting up an alleged 
false monopoly” in the lighter 
ade 


css Gets XM Account 


The Los Angeles office of Foote, 
one & Belding has been ap- 
yinted to handle advertising for 
e XM account of B B Pen Co., 
ss Angeles, and Butalite Corp. 
America. XM is a new chemical 
roduct which it is claimed will 
eep eye glasses clean for 24 hours. 
ilton Weinberg Advertising, Los 
ngeles, previously had both ac- 
counts 


Pacific Mills Boosts Lesslie | Lees Concentrates Ads for Carpet Week —Fenlon (olmt nnnnton, formerly 


Jack D. Leslie, for oS Brivceport, Pa., Feb. 13—James;70 Sunday supplements. Lees will | with Berlet Anderson Marlin Inc., 
tant Bag yen Lees & Sons Co. will provide one | preview the promotion with heavy — A wis Studios, Chicago. In 
| fabrics de-|of its most concentrated advertis- trade advertising and its new ~# add 

t t in charge of Pacific sil-|ing efforts in its history to pro-| tional TV program, Meet e | acCthis area for Telepix Corp., 
ver clot i Fashi Masters,” which will make 
ver cloth, has been promoted to|mote National Carpet ashion > rod = Bo i 
manager of the newly created pro- Opening April 21-30. debut on the NBC netwo' ae Dick Lewis Studios. 
motion department of the cotton The Lees carpet division will! In addition, Lees will provide 
and rayon division. 


years : 
| York, as assis f 
ger of the industria 


Fisher & Gai a ie ting 3 isco |den, The Saturday Evening Post | Scripts, direct mail stuffers and) gress manufacturer, has appointed 
Fisher & Gannon, San Francis ’ 
agency, has moved to 444 Market 
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Fenton Joins Dick Lewis 


hicago art studio, has joined 
ition, he will be sales director 
its | represented in the Midwest by 


i i ial displays, a4| Rehrig Mig. to Davis & Co. 
1 es in Better dealers with special Rehrig Mtg. 
beg — gy & Gar-\mats, teasers, radio spots and Rehrig Mfg. Co., Los Angeles, } 


publicity material. D'Arcy Adver-| Davis & Co., Los Angeles, to di- 


and Sunset Magerine. On Agen tising Co., New York, is the agency.) rect its advertising. 


20 a full-page ad will appear in 


a ene 


69th in suvinc power 


among Sales Management's 
162 Metropolitan County Areas 


¢ I; you're planning a news- 
paper campaign to cover the 
first 100 markets according 
to Buying Power, then over 
234,000 Quad-Citians are 
{ equipped in the pocketbook 
5 to respond. Factories on the 
' Illinois side of the Quad- 
' Cities sign 65% of the pay- 
roll. And you cover Rock 
Island, Moline and East Mo- 
line (3 of the 4) 
bi, when you use 


— 


——_— tO TP 
Pace y we 


Cates Fiat 


Why dove METRO look different 
wherever you go ? 


there are ads for Rich’s, Davison’s, other Atlanta stores, and 
national ads... Detroit’s cover shows the U. of Michigan's 


HERE'S METRO in Chicago, Atlanta, Detroit on the same 
Sunday! The Chicago cover is a fashion story; inside are ’ ts | - os ' 
stories and pictures by and about Chicagoans, as well as others | drum major; many Michiganders are pictured a 
of general interest ... Atlanta’s cover is Georgia grapes; | Detroit stores are advertised. Metro gives readers what - 
inside, 9 of 16 features are about Georgia and Georgians; | terests them most — themselves, their friends, their neighbors! 


Ci 


, - medium composed of 28 Sunday Magazine Sections, 
Mighty Metro — with the world’s largest magazine audience — is an advertising , 
each of which is individually owned, edited and distributed by a leading American newspaper. These newspapers are: 


itution DES MOINES Register MINNEAPOLIS Tribune ST. LOUIS Glebe-Demecret 
SS DETROIT News and or Free Press NEW ORLEANS Times-Picayune & States By ton a 
BOSTON Globe and/or Herald HOUSTON Chronicle NEW YORK News pce — 
BUFFALO Courier-E xpress INDIANAPOLIS Star PHILADELPHIA Inquirer poe ae ng 
CHICAGO Tribune LOS ANGELES Times PITTSBURGH Press ‘ ea 
PROVIDENCE Journal SYRACUSE Post-Stan: 


CINCINNATI Enquirer MILWAUKEE Journal 

CLEVELAND Plain Deoler al 
METROPOLITAN SUNDAY NEWSPAPERS, INC. + Sales Offices for Metro Magazines and Metro Comics ... NEW pe ed yp wes 7- 

CHICAGO: WHitehal! 4-2280 + DETROIT: TRinity 2-2090 + SAN FRANCISCO: GArfield 1-7946 * LOS ANGEL higan 0259 


WASHINGTON Stor 
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12-Month Survey Shows Audience Interest 


Orrawa, Feb. 13—The Canadian| Haynes Ltd., also indicates that 
Assn. of Broadcasters has released CBC-produced, non-commercial 
results of a 12-month survey of| programs obtained an average of 


Canada which shows that all Ce-| in use and 11.9% total listening 
nadian Broadcasting Corp.-pro-| audience. The CBC commercial 
duced programs average 18.5% of! programs averaged 39.9% sets in 


in Canadian Broadcasting Corp . Programs |000 per year. This is in addition| programs of the independent or 


urban and rural radio audiences in| 16.5% of the total Canadian sets | 


casters points out that CBC “now, The broadcaster group also 
receives a government subsidy} states: “Thus more than 80% of 
from general tax funds of $6,250,- | Canadians voluntarily tune in the 


to $5,500,000 a year in license fees) non-government stations which do 
and just under $2,500,000 a year in| not share in any way either of the 
commercial revenue. This subsidy | subsidies. 

of very close to $12,000,000 a year! “In fact, they exist solely from 
is spent to attract an average of| their commercial revenue, as do 
11.9% only of Canadian listeners.’ other forms of publication. In fact, 
Thus more than 80% of Canadians the privately owned stations, in 


a 


nae eae een em 


Canadian sets in use, representing use and 4.1% of total listening au- benefit in no way from this sub- addition to paying taxes which 
sidy, since they do not care to the CBC does not, are required 
The survey, conducted by Elliott The Canadian Assn. of Broad- tune in CBC-produced programs.” yearly to pay approximately $160,- 


15.2% of listening. dience. 


Nothing inforeste people 


like themeelves ! 


IGHTY METRO is unlike any other mass 
magazine. It is not edited at a central point 
for the country as a whole — it is individually edited 
in 25 cities for the people of these great markets! 
All other mass magazines — including the other 
Sunday magazines — have, of necessity, a general 
character, with articles, pictures and style that are 
“safe”, not angled at any particular region. 
Metro’s character is specific — tailor-made for 
each major segment of its huge, national audience. 
An average of 52% of the contents of Metro is of 
specific local interest — pictures and articles by and 
about local people. More than half the editorial con- 
tent is about the things that interest people most — 
themselves, their neighbors, their community. So 
people read Metro more eagerly, more intently. 
Metro differs from other mass magazines in an- 
other way: Metro carries local retail advertising — 
ads of the leading stores. Do women look at ads in 
Metro? You bet they do! 
Now notice two other points about this local adver- 
tising. First, it gives you an indication of how well 


Metro pulls. Your Metro representative will show 
you figures that will make your eyes bulge! Second, 
because retailers advertise in Metro themselves, they 
read Metro. These retailers are your immediate cus- 
tomers, people you want to be sure see your ads. 

Metro differs from other mass magazines in still 
another way — perhaps the most important way of 
all. Metro has the world’s largest magazine circula- 
tion! It reaches more readers than any other maga- 
zine you can buy space in! Metro accompanies the 
Number One Sunday newspaper in city after city — 
for a total circulation of more than 14,000,000. 
And Metro is consistently the best-read section of 
these papers! 

Metro’s character, Metro’s closeness to its readers 
— plus Metro’s unmatched circulation — combine to 
make Metro the magazine that offers national adver- 
tisers their greatest potential. 

Make Metro your Sunday Basic Buy — for in 
Metro you reach more people, get closer to them 
and sell them more easily than you will in any other 
mass magazine! 


OVER 14 MILLION CIRCULATION! 


NortHING. SELIG PEOPLE 


UKE METRO 
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| 000 themselves to the Canadian 
Broadcasting Corp. for what is 
known as a transmitter license 
fee.” 


Warner to Cooper & Meyers 


Walter M. Warner, formerly ad- 
vertising manager of E. F. Drew 
& Co., New York manufacturer of 
edible fats and shortenings, has 
joined Cooper & Meyers Associates, 
New York, as new business direc- 
tor. Before his association with 
Drew, Mr. Warner was director of 
advertising and promotion of the 
industrial division of Muzak Corp 


Two Appoint Baker Agency 

Fort Howard Paper Co., Green 
Bay, Wis., manufacturer of paper 
towels, napkins and tissue, and 
Edwards Motor Co., Milwaukee 
Dodge and Plymouth dealer, have 
appointed Baker, Johnson & Dick- 
inson, Milwaukee, to handle their 
advertising. 


Lee Named Radio-TV Head 


W. B. Doner & Co., Detroit, has 
promoted Miss Cherie Lee from 
assistant radio and television di- 
rector to director of radio and tele- 
vision. 
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1950 Farm Income of 
$62,551,000° 


*Sales Management, 1951 
Survey of Buying Power 


The JOURNAL & SEN7I- 

NEL are the only papers 

that cover this rich, grow- 

SM ing market in the South's 
8 No. 1 state. 


i The JOURNAL & SENTI- 
f NEL are the only papers 
in the South offering a 
Monthly Grocery Inven- 
tory, an ideal test market 


The JOURNAL & SENTI- 
NEL are the only papers 
completely blanketing an 
important 9-county seg- 
ment of North Carolina 


YOU CAN'T COVER NORTH * 
CAROLINA WITHOUT THE 


WHEEL AA@H$@w 


WINSTON-SALEM - Twin crTY 

JOURNAL and SENTINEL 
MORNING SUNDAY EVENING ~ 

National Representative’ KELLY-SMITH CO. 
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Rankin Comments 
on the Jordan Story 


To the Editor: It is most re- 
freshing to read tonight Ned Jor- 
dan in AA, in his youthful and 
glamorous comments on John Cun- 
ningham’s—“Will Advertising 


Yardsticks Beat Creative Freedom 
to Death?” (a thousand times NO). 

Ned has “IT”-——-Imagination— 
plus good humor and ability to 
write—100% ‘better than when he 


EEN PROCESSED, 25 to 300... 


This department 


The Voice of the Advertiser 


is a reader's forum. Letters are welcome 


wrote the Playboy [copy]. 

We need writers of Jordan's 
skill and class and stamina NOW 
... to write newspaper, magazine 
and trade press pages for adver- 
tisers—editorial style—to offset 
the commercial radio and TV ad- 
vertising commercials which have 
made other advertising take a back 
seat the past ten years... as radio 
and TV have the best commercial 
talent copy men and pay the price 
to get them. 

I believe a combination of John 
Cunningham’s poise and youth- 
fulness and serious thinking—with 


relations consultant can give ad- 
vertisers. 

My suggestion is to have Ned 
invite John Cunningham to lunch- | 
eon some day, and then let nature | 
take its course ...with AA’s help. | 

I was one of the LUCKY 25 who | 
attended the first Jordan stock- 
holders’ meeting, at the University 
Club—opposite our offices, with | 
the great and ONLY George D. 
Buckley, of Crowell-Collier (one | 
of Ned’s and my own best friends | 


|ers bang you to death about coming 


Ad 


new fems evidently pushed them 
outta the boudoirs where these 
...0r so one would judge looking 
at the later auto models. Real fun- 
ny too that the foreign boys seem 
to be the only guys putting out 
sport cars today. We musta lost 
a pretty fair sized generation 
somewheres amongst the males be- 
twixt World Wars I and II. 

Of course, sky blue gets into the 
high class auto ads today. Stuff 
about durability, a car that will 
last for years. Meanwhile the deal- 


in every 1,000 miles so the car 
shouldn’t fall apart from lack of 
greasing, adjusting or such. 

The real, sharp point of all this 
—or didn’t you guess it—is that it 


vertising Age, February 18, 1952 


I sent you a letter in answer to an 
editorial written by Earle Ludgin, 
entitled: “What Happens if Your 
Son Wants to Enter Advertising?” 

In my reply to Mr. Ludgin, I 


|explained that I was confronted 


with the identical problem. I said, 
“For nearly a year, we searched 
for the solution. To my complete 
satisfaction, I have solved my 
problem.” I then wrote about The 
American Institute for Foreign 
Trade, in Phoenix, Ariz., which 
specializes in foreign trade and 
all advertising agency methods. I 
explained that I had no connection 
with the school beyond the fact 
that my son is enrolled there. 

As I received many letters from 
interested fathers, perhaps they 
will be further interested to learn 


and boosters—always), along with| takes a product to back up the ad 
Louis C. Pedlar, beloved Lee Ol-| or nothin’s any good. For some 
well, Charles Daniel Frey and Carl | years now, it evidently has proved 


of some later developments. In his 
advertising agency course (which 


Ned Jordan’s style, experience and | M. Green... 


stamina—would make a happy one 
for national and international ad- 
vertisers...It will help bring 


I subscribed $2,500—borrowed | 
money—and sold for $7,500—and 
should have helped Ned more by 
staying with him, until he wrote 


|}much cheaper to wham the pub- 
lic with 20 million bucks’ worth of 
advertising than build a car that 
would last a bit more than 30,000 
miles. 


includes economics of advertising, 
consumer research, copy appeals, 
layouts, media, budgets, etc.), my 
son asked me if he could use one 
of my accounts as a text. I sent 


DO . KANSAS CITY, MO. 


copy back to the most important 


service that an agency or public | 


the Playboy and then sold out and| But—without the fat auto ac- 
returned 1,900% to his original| counts which usually say nothing 
stockholders. Thanks to George D.| much in four colors 52 weeks a 
Buckley and Ned Jordan—you| year, hundreds of hours on televi- 
both made good for me.. . as ever. sion, etc., and similar stuff in other 

We need experienced men and_/| fields, I guess there wouldn't be 
women—as dominant copywriters| any big agencies, AA magazines 
to fill the void left by the great! or millions of words criticizing the 


A nod from VO-AG TEACHER J. L. HARVEY 
con outsell your best salesman! 


Vo-4g Teacher J. L. Harvey (on the left), Loveland, Colo., 
checks tractor maintenance with farmer Wilbur Bangert 
Mr. Harvey is one of the 24,000 key farm leaders whose 
job is to train and advise farmers. And here’s why he’s 
important to you: 


@ Has 53 regular farm students 

Conducts 13 evening meetings for adult farmers 
Serves as a critic teacher for Colorado A & M 
Conducts farm shop classes 

Cooperates with the Veteran Farm Training Program 
Sponsors FFA Father and Son banquets 


Supervises FFA chapter-owned store 


Accompanies his FFA chapter to Leader Training 
Conferences 


* ry 


pter farm operating program 


@ Plans to sp ac 


Which goes to show that if you have his acceptance you're 
in a good spot to boost your sales to farmers. And BETTER 
FARMING METHODS is the best way to reach him 
favorably. 

Let that be your cue to keep Mr. Harvey and the other 
24,000 Vo-Ag Teachers, County Agents and Extension 
Leaders abreast of your products, with a regular schedule 
in BETTER FARMING METHODS. 


Business Magazine for Leaders who 
TRAIN and ADVISE Farmers 


»* 


*Zetter FARMING METHODS 


San francisco Seattle Dallas Portland Denver Palo Alt 


and the near great—Claude Hop-| 
kins, W. D. Nesbit, George Creel, 
Homer McKee, Theodore Mac- | 
Manus—and now the greater 
James D. Woolf—who does so 
much to make us THINK and act, 
and write BETTER copy—in his 
articles every week in AA... 
WILLIAM H. RANKIN, 
Consultant, The Caples Co., | 
New York. { 


7 e o | 


Says Few Would Try 
‘Blue Sky’ Copy Today 

To the Editor: Yea-a-a-h.. and | 
what copywriter would ever write | 
one like Laramie today? John Mac-' 


|} Manus perhaps, whose latest is a} 


stern admonition and etiquette les- 
son to all those low-brows who 
have—via two wars—found them-| 


| selves with the price of a Cadillac 


and a heavy foot. (Or dincha read 
the one about not EVER, EVER 
accelerating like mad and makin’ 
the pedestrians think you're not 
gracious?) But outside of Mac-| 
Manus...who prob’ly has _ his} 
stashed away and moldering with 
age...durn few would attempt) 
such pure fancy. | 

Yup, pure, ethereal fancy has 
just got to be backed up with 
something solid like a Jordan, 
which they tell me was quite a 
hot little car. Come to think of it, 
so how’s come we have such 
chrome-bedecked barges today?| 
Did the women change THAT. 
much since Jordan days? Seems to) 
me it took a good heavy barrage 
from those pulpy sport car mags 
to nudge the Detroit boys back in- 
to the engine business again and 


whole operation. 
Epwarp J. CARLIN JR., 
Philadelphia. 


Ad for Minute-Commercial 
Attracts Attention 

To the Editor: You'll find en- 
closed a two-inch ad we placed in 
the Seattle Times plugging a TV 
commercial for two local restau- 
rants operated by Ernie, the Ham- 
burger King. 

To the best of our knowledge, 
this is the first time a lowly one- 


Tonight on TV! 


THE “ERNIE” 
COMMERCIAL 


brought to you at no 

little expense by Ernie, 

the Hamburger King! 
10:06-10:07 p. m. 


KING—TV 


m> CHANNEL 5 Ge 


minute commercial has’ received 
the same promotional treatment as 
a full-fledged program. 
It has resulted in quite a lot of 
favorable comment. 
JOHN E. KEENE, 
Keene & Keene, Advertising, 
Seattle, Wash. 
. e e 


Son’s Success Vindicates 
Adman's Faith in Sehool 
To the Editor: A few weeks ago 


tahiti 


“Ub 


il” 


lliiiil,, 


him the permission. I am now in- 
formed that this thesis has won 


WHICH PICTURE 
WOKE UP MORE READERS? 


Parade and Pacific Mills 
know the answer 


This early bird was pictured in identical 
ads for Pacific “Contour” Sheets—the 
sheets you just can’t rumple. 

Bui one picture awakened more inter- 
est, because it was put in Parade! 


The Pacific ad in Parade pulled 44% 
more readers-per-dollar than the same 
ad in the other Sunday Magazine used. 
In fact — out of 670 identical ads in 
weekly and women’s service magazines 
in the past 3% years, Parade led in 
readers-per-dollar in 651 of them! 


Why? Smart editing. It makes Parade 
America’s best-read magazine. Parade 
is in the big 5 million circulation class, 
and offers 20% or more coverage in 2000 
rich markets. 

Do you want better readership for 
your advertising? 


| 


put it in 


bikad 


QUICK WORK—"No sooner said than done!” writes J. Roggers, of the copy de- 
partment of John Gilbert Craig Advertising, Wilmington, Del. The Creative Man’s 


Corner, left (AA, Jan. 21), advised other 
line-less ad; the February issue of Charm, 


came forth with a candle layout congratulating Marshall Field & Co. on its 100th 
birthday. 


advertisers to copy the Parke Davis head- 
which hit Wilmington newsstands Jan. 22, 
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first prize over many entries. A 
financial prize was presented to 
the winners and the business men 
of Phoenix gave them a luncheon, 
at which they received all kinds 
of honors. 

I am not writing this as a proud 
father but rather as a vindication 
of my original letter in case any of 
your readers thought I went over- 
board in my praise of The Ameri- 
can Institute for Foreign Trade. 
May I conclude with the following 
two remarks: First, I strongly ad- 
vocate this school to all fathers 
who have sons desirous of pursu- 
ing foreign trade and/or the ad- 
vertising agency field. Secondly, I 
have no connection with The 


Ameri Institute for Foreign 
eg tle | a tact that my | Eve and Ear Writer Told be just as effective - and cheap- 


son is enrolled there. I have never To the Editor: Not knowing who er?” The answer, in part, is that 
met any of the faculty and there-| is the writer of The Eye and Ear |only about one station in 20 will 
fore have no ax to grind. | Department, I am taking the lib-/| sell you a 60-second spot nowa- 
Noet Maptson, | erty of writing you about the); days. All the rest have split the 
Noel Madison & Associates | write-up of the “Cavalcade of | minute up into 20-second spots, 
Inc., Los Angeles. Stars” show, with Jackie Gleason in Class A (evening) time. This 
* e e (AA, Jan. 14). |is a recent development, enabling 

Finds a Refreshing Slant 


returning it! 


But I am sans this helpful little | that his stuff is being used on oth- 
guide! ‘ | er shows regularly. Almost the en- 
Is it...could it...would it...|tire cast of the “Frank Sinatra 
be possible to receive a copy for! Show” last night used Gleason’s 
my own personal self? Please? | style and quips. The Gleason in- 
Otyve KOsTASHUK, _ fijuence on Sinatra seems to be con- 


Circulation Department, Mac- ‘1. 3 : - 
lean-Hunter Publishing Co., |siderable. While it adds to Sinatra’s 


Toronto. | ‘ . 
No need for sorrow. Copies of | der you find the material tire- 


“How to Make Your Advertising | some—you're getting a double dose 


Pay Off” are available from AA’s | of it each week. 


, J | At the end of the review of 
ee department at 15¢| cavalcade of Stars,” multiple- 


sponsorship comes under fire. It 
is suggested, “Wouldn’t 60-second 
spots, before or after (the show) 


| 60-Second Spots Dying Out, 


a 
| show to use Gleasoniana, no won | vyne Co., Baltimore. 
| 


° 
| Disagrees on Degrees 


Virtue triumphed however and it| other quips, may get tiresome is| lot harder than becoming one of | 
has gone back to its rightful owner.| the fact that he has caught on so| several sponsors. 


Each has 
| benefits and can do a job for the 
advertiser. 
Just thought I'd point out the 
| death of the 60-second spot in eve- 
|ning time. It is a rare avis that 
will soon be extinct. 
Tuomas S. Hook, 
Media Buyer, The S. A. Le- 


| 


To the Editor: Re: Your Jan. 28 
|editorial, “We're Good at Casting 
| Stones’—Can a man be a little bit 
| dishonest any more than a girl can 
| be a little bit pregnant? Is it right 
to expect the public to distinguish 
between two misleading statements 
on the basis of the degree of de- 
ception involved? 

There is nothing significant and 
important about being “smart 
enough to realize the difference 
between being misled into the 
purchase of a package of cigarets 


its | 


45 


|his “dan-dan-dandy crowd” and | Getting good spots nationally is ajand an automobile.” But if it is 


the function of advertising to mis- 
lead, as your editorial implies, then 
an honest ad would be a most 
significant and important thing, if 
only because it is so rare. 

Accuracy, believability, good 
taste, and all the other attributes 
of simple honesty are not relative 
values. They are as absolute (and 
at the same time as vulnerable to 
the weakening influence of neg- 
lect) as any of the great spiritual 
principles which man has devel- 
oped to guide his life. 

God help us if we ever forget 
this fact. 

E. P. CARTER, 
Sonotone Corp., Elmsford, N.Y. 


AA’s editorial did not imply that 
it is the function of advertising to 
mislead, and it is “a little bit dis- 
honest” to suggest that it did. The 
editorial said that exaggeration 
and misstatement become progres- 
sively more important as the prod- 
uct advertised becomes instrinsi- 
cally more important to the buyer 


One reason Gleason’s material,| the stations to increase revenue. 
in Technical Folder 


To the Editor: Enclosed is an 
advertising leafiet that I think you 
will appreciate having brought to 
your attention. It was conceived, 
written and illustrated by A. B. 
Poe, advertising manager of the 
instrument division of Thomas A. 
Edison Inc. 

Thermostats are pretty precise 
instruments, and their advertising 
is usually on a highly technical 


plane. There is not a great deal 
of difference between the applica- 
tions of thermostats made by one 
manufacturer or another, and the 
competitive advertising tends to- 
ward a similarity that is common- 
place. 
So it is quite refreshing to find 
a piece of advertising literature 
that presents all the technical sell- 
ing points of the Edison thermo- 
stats and the new Edison Miniature 
in a humourous way that is dis-| 
tinctive, pleasantly readable, and 
still gives all the engineering “a 
formation necessary to the selec- 
tion of a thermostat for a given} 
application. } 
G. ELLSworTH Harris, 
Chairman of the Board, Go- | 
tham Advertising Co., New 
| 


York. 


a 
Publication Corp. Unrelated 
to ‘This Week Magazine’ 


To the Editor: Your Jan. 28 is- | WELL 
sue (good informative reading as +] 


always), on Page 38, listing Dult- ‘i " 
gen licenses, contains two errors. here's where you'll find ‘em! 


LOOKING FOR 


NEW IDEA 


Ss? 


Publication Corp. should not aa. bs 
ee ee —_ as ory = New, colorful Sale Blazers ga ~Y 

is Wee agazine. is ee . ae % 
Magazine should have been listed Brochure = crammed full of wee ie 
with its own corporate identity, new sales ideas and illustrations er . 
United Newspapers Magazines ... Sale Blazers, Badges, Special- ee om 
Corp. : . . - co ure 

Publication Corp. and its Alco- ties... designed to Suck UP sagging ae. » . pro 
Gravure and Color Engravers di- sales. Tells what,’ where, how and eo" out et “e giore™ 
visions operate under a Dultgen why to use low-cost Sale Blazers. gui eset art \e 
license. Write for your copy today! No sales \ 100? poe? 

H. M. Grmmsuaw, : Sig S 3 \. gwit * 
Vice-President, Publication promotion file is complete without it. \ ? : — 
Corp., New York. XX uae tne. 

a, Advertising Specialties Division ee Saeed 

‘Pay Off’ Booklet Available 2 isle 10 ee” 

To the Editor: Congratulations \ pony . 
for one of the most practical and ELPH | A \ com F 
worth while booklets on mail order \ gurett we 
advertising, your “How to Make B AD G xX “ 
Your Advertising Pay Off”! & city 

I borrowed a copy of it from one COMPANY, INC. \ 


of the other members of our com- 
pany a few days ago and was so 
impressed with it I actually be- 
gan to plan sinister ways to avoid 


1007 FILBERT ST., PHILA. 7, PA. 
~———— Established 1900 
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Congoleum-Nairn Outlines ‘52 Plans 


at Series of Cross-Country Meetings 


Seatrie, Feb. 12—A half-dozen 
top sales officials of Congoleum- 
Nairn, Kearny, N. J., jaded with 
travel and conventions but confi- 
dent on the ‘52 sales potential, 
wound up a series of nine cross- 
country sectional sales conventions 
here recently—the most concen- 
trated campaign the company has 
ever held with its distributor or- 
ganization. 

The Seattle convention drew 80 
salesmen of Pacific Northwest dis- 
tributors handling the company’s 
products. The series of sectional 
meetings started in Boston Dec. 7, 
and at each session developed these 
highlights: 

1. Business outlook: There will 
be no shortage of any consumer 
goods in the spring of 1952 except 
those made of metal. Industrial 
production this spring will be up 
5% over a year ago, weekly wage 
rates will be up an average of 6%, 
civilian employment will be up 
2%, personal income will be up 


9% and consumer expenditures 
will be up 7%. 
@ 2. Products: New designs and 


products mark the company’s line 
for 1952. “Leadership in a highly 
»mpetitive consumer field,” the 
ympany president, F. J. Andre, 
aintained in a statement of pol- 
iy, “requires boldness and, in 
ntrast to following safely along 
. well-beaten track, involves an 
ement of risk...Yet to assert a 
sition of industry leadership, it 
necessary to depart from the 
@nventionai and well-beaten 
ths, and we intend to do just 
1s 
3. Advertising: A record adver- 
ing budget of $2,500,000 has been 
id out for the year, with em- 
asis shifted entirely from tele- 
sion to magazines (AA, Jan. 21) 
4. Merchandising: The product 
merchandised “in a way 
cannot dupli- 
te.’ Throughout the one-day ses- 
ns, distributor salesmen were 
@eppered with facts as to the 
oducts and markets and were 
mmered on the need for better 
liling. “We intend to make our 


mist be 
at competitors 


tributor franchise the most val- 
3 ble in the floor covering field,” 


Bernard Wilson Advanced 


BERNARD V..WILSON, formerly 
General Superintendent of the 
General Outdoor Advertising 
Company's Washington, D. C. 
Branch, has been promoted to 


Manager of that office. Mr. 
Wilson is a 25-year man with 
GOA and is entirely familiar with 
the Washington operation. He 
has previously served as Poster 
Superintendent in Washington, 
Manager of the Salisbury, Md. 
Branch, and as National Con- 
tact representative. Wilson’s 
long and varied experience will 
help him serve GOA clients well! 


(Advertisements) 


Mr. Andre said; “in return, we are 
going to establish high standards 
of performance for you.” 


@ “Power Selling” was the title 
and theme of the sessions. And as 
an indication of how seriously 
Congoleum-Nairn looks on the 
need for better selling at distribu- 
tor and dealer levels, the company 
sent these officials on the cara- 
van: 

Douglas L. Mann, formerly as- 
sistant to Mr. Andre and recently 
named general sales manager; W. 
J. O'Hara, general district sales 
manager; Mark Egan, director of 
advertising and sales promotion; 
R. F. Jones, director of market- 
ing; Dr. G. A. O’Hare, in charge 
of demonstrations, and Zac Freed- 
man, publicity director. On the 


West Coast, the group was joined, 
by W. H. Rolfes, district sales 
manager of the Los Angeles dis- 
trict. In addition, E. F. Wilson, v.p. 
of McCann-Erickson, New York, 
which handles the company’s ad- 
vertising, participated in the sales 
conventions. 


® Products for demonstrations, 
sales props and other displays 
used at the conventions were car- 
ried in a special van that preceded 
the officials from city to city. 
Cities on the schedule were Bos- 
ton, New York, Atlanta, Pitts- 
burgh, Chicago, Dallas, Los Ange- 
les, San Francisco, and Seattle. All 
conventions were held near a 
weekend—on a Friday, Saturday 
or Monday so as to take the sales- 
men as little as possible off the 
road—and all meetings were 
cleaned up in one day. The one 
hitch in the programming was the 
date of the Pittsburgh meeting— 
too close to Christmas, Congoleum- 
Nairn sales officials found. 
Summing up the business atti- 


oe Paes 
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tude encountered in the conven- 
tions, Mr. O’Hara reported “a feel- 
ing of tempered optimism. The 
huge inventories that choked deal- 
ers last year have largely disap- 
peared. We do not anticipate any 
shortages in our lines. We believe 
soft lines will be in fairly good 
supply and that we will have to 
sell them.” 


® The need for selling was summed 
up in this fashion by Mr. Andre 
in a statement presented for him 
at Seattle, where he was unable to 
attend the meeting: 

“We have forgotten how to sell 
in the midst of a tremendous po- 
tential market. Consumer  pur- 
chasing power and savings are at 
an alltime high, and unemploy- 
ment is at an abnormally low 
level. Yet sales have bogged down, 
and price concessions appear to 
be one of the only ways we know 
to get customers to buy merchan- 
dise. We are not effectively ex- 
ploiting this great potential mar- 
ket.” 


Recalling that “the basic nature 
of the consumer market radically 
changed last year,” Mr. Andre 
summarized the new market in this 
fashion: 

“Firstly, consumer demand will 
be based on a normal year-to-year 
replacement demand, in contrast 
to the inflated demand of the 
postwar years which resulted from 
material shortages and increased 
consumer buying power. This ac- 
cumulated replacement demand 
was largely met by early 1950. 


® “Secondly, new residential con- 
struction—and the demand for re- 
silient floor coverings created 
thereby—will in the future be at 
a lower rate than prevailed dur- 
ing the postwar years through 
1950. 

“Thirdly, considerable new man- 
ufacturing capacity has been con- 
structed for linoleum and felt base 
in response to postwar demand. 
The over-all industry manufactur- 
ing capacity for these products will 
be higher in relation to consumer 


Elizabeth Gordon, editor of House Beautiful, 
receives the Dorothy Dawe Cup from Gen. 
Lawrence Whiting, President of the American 
Furniture Mart, annual sponsors of the much 
coveted award, 


Editor 


The American Furniture Mart’s 


Dorothy Dawe 
Award 


for distinguished and inspired 
coverage of the home furnishings 


scene in 1951 


Presented to 


Elizabeth Gordon 


House Beautiful 


January 7, 1952 
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demand than has been the case for 
a number of years. As a conse- 
quence, competition will merchan- 
dise and sell their lines more ag- 
gressively than in the past to keep 
their plants operating at profitable 
levels of production. 

“Fourthly, new products such 
as plastic-coated floor coverings 
and vinyl flooring will compete 
with established felt base and lino- 
leum products. Asphalt and rub- 
ber tile will offer more serious 
competition than was the case pre- 
war, and more firms are now man- 
ufacturing these products.” 


® Congoleum-Nairn’s magazine ad- 
vertising program swings into top 
tempo this month. The opening 
magazine ad in the company’s ’52 
schedule pushes Gold Seal Con- 
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Coast gave this region, with 
roughly 12% of the U.S. sales 
potential, proportionately greater 
attention than older sections of 
the country. The reason, he ob- 
served, is the growing importance 
of the Pacific Coast in national 
marketing as the region expands 
in population and payrolls. “It is 
really one of the less explored 
areas of the United States,” he 
noted, and the “greatest future 
growth” is here. 

Congoleum’s answer to the ques- 
tion of why it dropped “Garroway 
at Large” last fall, which had 
seemed to be a great mystery in 
TV circles, was that NBC priced 
the company out of the market by 
tripling talent costs. The show's 
choice Sunday evening spot—seen 
in the East at 10 p.m., the Mid- 


New Coffee-Vending Machine Introduced; 
See Increased Sales for Frozen Coffee 


PHILADELPHIA, Feb. 13—A new 


coffee-vending machine—the Cof- 
fee Cub—that is said to return a 
profit even if it vends only 20 cups 
a day has been introduced here by 
Rudd-Melikian Inc. 

The new machine sells for about 
$700 and the company—which is 
the nation’s largest manufacturer 
of automatic coffee dispensers— 
predicts that it will be widely 
used in small and medium-size 
plants throughout the world. 

Currently, Rudd-Melikian ma- 
chines dispense a minimum of 200 
cups of hot coffee daily in more 
than 5,000 plants in this country 
and in Alaska, Canada, the Ha- 


ticipate that between 7,000,000 and 
10,000,000 cups will be dispensed 
per week,” he said, adding that 
most of this additional volume will 
come from the introduction of the 
Coffee Cub. 

The company also anticipates 


proportionately increased sales of | 


its frozen liquid coffee, which it 
markets under the brand name of 
Kwik-Kafe. 

When distribution plans have 
been completed, Rudd-Melikian 
will launch a national newspaper, 
radio and trade publication cam- 
paign through Wil Roberts Ad- 
vertising Co. 


spot bet coflee service to work increasing employer off 
tomy reducing absentoe min and industrial accedents 


goleum with copy that goes ham- west at 9 p.m. and the West Coast waiian Islands and the West Indies. | Dealers are being supplied with Tn death shinee adie tenth 
mer and tongs after competitive at 7 p.m.—was something NBC ad mats featuring cartoon-type On ee eee ee 


products that can’t measure up. 


could peddle at a handsome price, 


# Lloyd Rudd, president of the 


illustrations, designed to interest 


COFFEE CUB ix « stre 


Winding up the caravan, Mr. Congoleum learned when the net- company, told AA that 3,500,000 industrial organizations in on-the- Z 
O’Hara, general district sales man- work sold the spot to Procter & cups of coffee are being dispensed job coffee dispensers. The company ' Bie. 
ager, pointed out to AA that the Gamble for the “Red Skelton weekly by R-M machines. also is distributing special safety Ser deducts te con eves ch the onan doce et ts 

autumater oo the sped hot ufbee ar ce eS 


three conventions on the West 


Show.” 


“And by the end of 1952 we an- 


banners to plants where dispens- 


DEALER'S NAME 
AND ADDRESS 


“ns rem 
reecen Fetee Cerne 


| FOR DEALERS—Rudd-Melikian supplies 

its dealers with mots of cartoon-type ads 

like this to stimulote interest in on-the- 
job coffee dispensers. 


ers already are installed. The ban- 
ners show a sleepy driver and in- 
dicate that the coffee stop is 
safety station where the drivge 
can perk up. 

Rudd-Melikian was founded 
1945 by Lloyd Rudd and Cy Me 
kian, who had been in the U. 
| Army together. They built th 

| first dispensers from junked s 
drink machine parts, and in 1 
they grossed $3,000,000. Their la 
er machines—which must dispe 
200 cups of coffee daily to sho 
profit—bear the same Kwik-K 
brand name as their frozen coff 


Non-TV Areas Want News, 
Sports, Culture if TV Comes 

A survey by Scott Radio Labo: 
tories Inc., Chicago, among 1 
families in five non-televisi 
cities revealed that 52% desi 
news and current events teleca 
most when TV became availab 
48% wanted sports events, a 
43% symphonic and operatic co 
certs. 

Public affairs, comedy, variet 
dramatic and educational pr 
grams were named in that ord 
| as other program preferences. 


AVOLEDON 


The Business Journal of Golf| 
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PHOTOGRAPHIC REVI 
OF THE WEEK 


PLAN RADIO SHOW—Members of the executive committee of the 
30th annual conference of the National Industrial Advertisers 
Assn. make plans for NIAA participation in a broadcast of the 
radio program “Town Meeting of the Air’ to be heard July 2 
er ABC. Seated, left to right: H. A. Countryman, director of 
Ives and fittings advertising for Crane Co.; T. M. Lowe, account 
ecutive for General Exhibits & Displays; D. R. Poor, adver- 


INTERNATIONAL CONFERENCE—Planning Seagram's internation- 
ai sales ond advertising at co recent meeting in Jamaica, B.W.1., 
are (left to right) Frank Marshall, director of exports, House 
of Seagram, Montreal; Irwin Viadimir, president, Irwin Viadi- 


CAKE ALL AROUND—Agnes Young, who plays the title role of 
(CBS-AM), celebrates the 15th anniversary of the daytime serial by serving refresh- 


ments to Lee Frierson (left) of Ruthrauff & Ryan, 


tising manager of Ceco Steel Products Corp.; H. W. Tymick, v.p. 
of Buchen Co.; G. D. Crain Jr., publisher of Industrial Market- 
ing and Advertising Age; C. B. Riemersma, v.p. of Architectural 
Record, and W. E. Geidt, advertising manager of Inland Steel 
Co. Standing: C. O. Puffer, vice-president of Casler-Hempstead 
& Hanford, and Emil G. Stanley, executive vice-president of 
Traffic Service Corp. 


mir & Co., New York, Seagram's export agency; J. C. Breat- 
speare, Bryden & Evelyn, Kingston, distributor; M. M. Schnecken- 
burger, ad director, House of Seagram, Montreal; D. C. Kauf- 
herr, Irwin Viadimir & Co., and Mr. Breakspeare’s secretary 
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INDUSTRIAL MARKETING PANEL—Speckers ot the afternoon session on industrial 
marketing and advertising at the recent one-day Sacramento Marketing Conference, 
sponsored by the Sacramento Chamber of Commerce and the Northern California 
Industrial Advertisers Assn., check over their notes. Standing, left to right: Howard 
Gaul, industrial analyst, Department of Commerce; Fred Roper, industrial ad man- 
ager of Standard Oil Co. of California, and Bill Bonfield, v.p. of Ryder & Ingram 
Ltd., Oakland agency. Seated, left to right: Carl Richey, Sacramento Municipal 
Utility District; Charles Cowan, president of Cowan Products Co., and Jack O'Rourke, 
president of Alport & O'Rourke Advertising Agency, Portland, Ore., and president 
of the Northern California chapter of the NIAA. 


FAST WORK—On Feb. 8, less than 48 hours after the New York state banking de- 

partment gave a ruling on interest rates, Dime Savings “~~ of Brooklyn had car 

cards like this installed in subways and buses 9 tention to raise in- 

terest rates. H. J. Gerdts Co., the bank’s agency, placed o copy via New York 
Subwoys Advertising Co. 


BEARING GIFTS—John Yeck, Yeck & Yeck, Dayton agency, and a member of the 


Direct Mail Advertisers Assn., recently made a trip to Oxford, O., to present the 

DMAA winning direct mail campaigns of 1950 to Miami University. Accepting the 

DMAA gift are, from left to right: William Suhring, professor of advertising; Ray- 

mond Glos. dean of the school of busi ation; Mr. Yeck, and Joseph 
Seibert, head of the marketing department. 


and Howard Bloomquist, brand 
ad manager for Lever Bros., which sponsors the broadcast. 


THREE AGENCIES—Executives of three agencies handling adver 
tising for Chas. Pfizer & Co. in the ethical drug, chemical and 
feed fields got a close look at how Pfizer products are made 


“Aunt Jenny” during a recent tour of its Groton, Conn., plant. Shown in 


front of the recreation building are (left to right), in front 
row: Ernest Jones and Rand Miller of MacManus, John & Adams; 
William Douglas McAdams, head of the agency bearing his 


name; E. W. Whitney, Pfizer advertising manager; Don Clark 
of the McAdams agency, and Charles Husting and Don Prince of 
leo Burnett Co. Back row: Stuart Low of the Pfizer ad staff; 
Ors. Jesse Schmick and DeForest Ely of the McAdams agency; 
Akin Toffey and Norman Sprei of Pfizer; John Crawford of 
Burnett, and Guy Saffold of Pfizer. Burnett handles feed, Mc- 
Adams antibiotics and MacM 
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City Furniture, Chicago, II, 


... because LIFE is here... ... and here! 


LIFE The most powerful and complete selling force in America 
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Use retailers of ideas, as 
you do product retailers. Sell 

the people who write, edit, speak, 
teach, preach, manage and govern. 
These dealers in ideas have a 

trade paper... Harper's... which 


they read for facts and opinions 
they retail to millions. 


Ask for the facts 


y Harpers. 


|s “Independent 


Many AM Stations 
in TV Cities Had 


‘Best Year in’51 


New York, Feb. 13—After poll- 
ing AM station managers in six 
major TV cities, Broadcast Adver- 
tising Bureau reports that many 
radio stations in television mar- 
kets enjoyed their best year in 
1951. Boston, Chicago, Detroit, Los 
Angeles, New York and Philadel- 
phia were the cities covered. 

In detail the survey showed: 
55% of the stations had more bill- 
ings in 1951 than in 1950; 15% 


had no appreciable change (2% | 


gain or loss) and 30% had less 
billings in 1951 than in 1950. 
Reported increases ranged as 
high as 45%; the largest drop was 
24%. Most stations were within 
5% to 10% of their 1950 billings. 
BAB said most of the stations 
questioned had a good final quarter 


'in 1951 and anticipated a better 


first quarter this year than they 


| had in 1951 or 1950. 


stations showed 


| during 


‘Fortune’ Names Hattersley 
to New Promotion Post 


Robert C. Hattersley, formerly 
with the Fortune advertising sales 
staff, has been named promotion 
director of the magazine, a newly 
created post. He had been assist- 
ant to the promotion director of 
Life before joining Fortune. In 
his new job, Mr. Hattersley will 
be responsible for the activities 
of both advertising and circula- 
tion. 

John Fistere will continue as 
advertising promotion manager of 
Fortune. 


Dairy Group Ad Budget 
Now Exceeds $2,000,000 

The American Dairy Assn.’s ad- 
vertising budget for 1951-1952 will 
exceed $2,000,000, according to 
Owen M. Richards, general man- 
ager of the association. 

Original budget for the period 
was $1,800,000, based on a “set- 
aside” of one cent a pound on but- 
terfat during a 60-day period. 

The ADA membership now in- 
cludes all but four states, includ- 
ing the New England area, which 
is expected to join the ADA 
1952. 


greater gains than network affili-| Brake Shoe Ups Terry 


j ates in the six cities studied, but | 
| the majority of the network affili- executive v.p. of American Brake-| 5 
ates that had a network revenue) blok division of American Brake | > 


deficit overcame it to show an 


over-all gain for the year,” the} 
study pointed out. All the stations | 
—except one—reported increased | 


local business; most of them also 


made gains in the national spot} 
| field. 


category. 


M. B. Terry has been named 


Shoe Co. He was formerly v.p. in 
charge of sales for the division 
that manufactures automotive and 
aircraft brake lining and indus- 
trial friction materials. He joined 
the company in 1943 after exten- 
sive experience in the automotive 


Milwaukee Journal 45,788,940 

Chicago Tribune 45,466,900 

Les Angeles Times 42,256,545 

New York Times 41,223,199 

Washington Star 40,042,712 

THE MIAMI HERALD 38,081,593 
ta Baltimore Sun 37,377,338 
es Detroit News 37,088,364 
He Philadelphia Inquirer 36,894,060 
. Houston Chronicle 36,671,355 
ae (Media Records) 


“ Gain of 1,831,895 lines over 1950 reflects the 
continued growth of Florida’s Gold Coast. Our 


: Story, Brooks & Finley man can tell you how to cash 
i in on this Gold Coast market of more than 750,000. 


JOHN S. KNIGHT, Publisher 


STORY BROOKS & FINLEY, Not. Reps. A.S. GRANT, Atlanta, Affiliated Stations WQAM, WQAM-FM 


* MIAMI--An International Market 
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Banks to Spend $48,000,000 in ‘52 
for Advertising, Survey Indicates 


Cuicaco, Feb. 13—Commercial 
banks will spend an estimated 
$48,000,000 for advertising in 1952 
—an increase of about 12% over 
1951. These figures are based on a 
new American Bankers Assn. ad- 
vertising department survey of 
bank advertising plans. 

Of the 14,070 banks questioned, 
17%, or 2,449 banks, returned the 
questionnaire sent out by ABA. 
The association has made similar 
surveys annually for the past 
seven years, and comparisons re- 
veal some interesting trends. For 
one, bank advertising expenditures 
have been moving steadily up- 
ward; and banks in every size 
group, except those with less than 
$1,000,000 in deposits, will spend 
more this year than last. 


@ Figure breakdowns are: 


Deposits ($) No. of ‘Banks No. of 
in U.S. 
Under 1,000,000. . 2.700 
1 to 5,000,000. . 7,930 
te 10,000,000 1,810 
10 te 25,000,000 975 
S te 75,000,000 235 
Over 75,000,000 235 


Part of the increase is occasioned 
by rising costs of artwork, typo- 
graphy and printing, and other ad- 
vertising expenses, ABA said. But 
the rest is attributable to a grow- 
ing understanding of what an ade- 


quate expenditure can do for a 
bank that plans its advertising on 
a sound and consistent basis. 


@ The survey also revealed that 
for the fifth consecutive year, 
banks will place greatest emphasis 
on their deposit services in their 
advertising. Savings and thrift ac- 
counts run neck and neck with 
checking accounts for major em- 
phasis. But, in the photo-finish, 
savings and thrift win out by a 
small margin. 

During the previous four years 
checking accounts had been in the 
number one spot. Savings accounts 
were second. But the gap has been 
steadily narrowing. This trend of 
increased emphasis on savings re- 
flects the banking fraternity’s 
drive to combat inflation. 

Following savings in the em- 


Questionnaires 1952 Average Increased Spendings 
i i 1947 


Returned Ad Spendings since 
(%) 

205 $ 445 56 
1,171 1,165 53 
480 3,216 49 
355 6,747 34 
151 17,435 13 

87 71.697 4 


phasis to be placed in advertising 
during 1952 are regular checking 
accounts, auto loans, personal! 
loans, farm production loans, 
mortgage loans and banking by 
mail. 


‘Globe-Democrat’ Boosts 3 

Wilson W. Condict, assistant ad- 
vertising director, has been pro- 
| moted to adver- 
tising director of 
the St. Louis 
Globe-Democrat 
to succeed George 
Grinham, who 
has retired. Al 
Stokman has been 
advanced from 
retail advertising 
manager to 
sistant to 
Condict, and 
Frank James Jr., 
classified adver- 
tising manager, succeeds Mr. Stok- 
man. 


Wilson W. Condict 


|Dreer Appoints Fairfax 


Henry A. Dreer Inc., Philadel- 
phia, has appointed H. W. Fair- 
fax Advertising, New York, to 
handle advertising for its horti- 


products, giftwares and 
housewares. National shelter and 
horticultural magazines, newspa- 
pers in selected markets and di- 
rect mail will be used. Paris & 
Peart, New York, is the previous 
agency. 


cultural 


Sachs Backs TV Movies 


Sachs Quality Stores, through 
William Warren, Jackson & De- 
laney, New York, has signed to 
present a 26-week series of full 
length mystery movies over WJZ- 
TV, New York. The program will 
aaa on Saturdays at 4 p.m., 


Bourjois Appoints Carter 

Alfred J. Carter, formerly with 
Procter & Gamble and Harriet 
Hubbard Ayer, has joined the Bar- 
bara Gould division of Bourjois 
Inc., New York, as assistant sales 
manager. 
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New Products Need ! 
Special Treatment but ! 
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.. Jacques Kreisler's introductory 
promotion for their new 
FLIRTATION WATCHBAND 
achieved substantially greater 
color and dimension, thanks to 
this attractive little display. 
Designed for window or counter 
use, this unit carries one of the 
actual watchbands —- and makes 
maximum capital of the 
“Pompadour” lady featured in 


Kreisler's national advertising. If 


you need a display that really 


Tegisters your new product and its 


advertising, better have it... 


Sales Engineered by 


CONSOLIDATED 


Lithographing Corporation 
MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Main Office ond Plont Gien Cove Rd Carle Place, L | 
Soles Offices in Philadelphia, Chicago, Loursville and Tampo 
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‘New R.O.P. Color 


on sail Report Lists Data 
4) on 486 U. S. Papers 


gee OO 
a Cuicaco, Feb. 13—A comprehen- 


eet 
se sive and up-to-date report on 
S newspaper run-of-paper color re- 
- quirements in 486 daily papers has 
. been published by Lake Shore 
Electrotype division here. 
The result of a six-month survey 
of every daily in the U. S., with 
| interviews of newspaper mechani- 
cal directors and stereotype, en- 
graving and pressroom foremen, 
the report includes: 
| 1. Variations between presently 
| published page makeup size as 
|shown in Standard Rate & Data 
| compilations and actual printing 
| plate size, which may exceed 10%. 
2. Variations of page sizes from 
| newspaper to newspaper. 
| 3. The minimum r.o.p. unit that 


oe 


{each paper will accept. 

4. The extent to which each pa- 
per uses r.o.p. color in its editorial 
material. 

The company is issuing periodic 
revisions and additions to the con- 
tinuing survey. Copies of the en- 
tire report are available to adver- 
tisers and agencies from the com- 
pany at 1224 W. Van Buren St., 
Chicago 7. 


Weintraub Names Three V. P.s 

Three v.p.s have been appointed 
by William H. Weintraub & Co., 
New York. Frederick C. Bruns 
becomes v.p. and account super- 
visor; Dr. Leon Arons is v.p. in| 
charge of research, and John Bar-| 
ton Morris has been named v.p. in| 
charge of marketing. | 


NBP Names Agency Committee 
P. M. Fahrendorf, v.p. of Chil-| 
ton Co., New York, has been named | 
chairman of the agency recognition | 
committee of National Business| 


Publications. The committee is ex- 
pected to work out, in the near 
future, an agency recognition pro- 
gram for NBP. Other committee 
members include Albert W. Boul- 


51 


Jaenke, v.p. and director of ad- 
vertising, Penton Publishing Co., 
Cleveland; Arthur F. King, presi- 
dent, King Publications, San Fran- 
cisco, and Kingsley L. Rice, presi- 


ton, v.p., National Petroleum Pub- dent, Technical Publishing Co., 
lishing Co., Cleveland; Russell C. Chicago. 


~- — ore on aa 


The record each oneal 


of the finest perfume " 


and cosmetic advertising 


BEAUTY FASHION 


IC INDU 


Phone your nearest Underwor a 
othce tor a convincing demon 


Underwood Limited 


Breet) ie all Premeiped 
In Toronto 123 Vievorte Street 4-743) 


NEW APPROACH—This ad is one in o 
series prepared for Underwood Ltd., To- 
ronto, by J. J. Gibbons Ltd., with an en- 
tirely new copy approach. The series is 
running in 600- and 250-line size in 46 
dailies across Canada and also will be 
used in business and financial publica- — 
tions and consumer magazines. 


| 
FTC Issues List of | 


100 Names for Furs 


WASHINGTON, Feb. 12—The Fed- | 
eral Trade Commission has ap- | 
proved an official list of hair, 
fleece and fur bearing animal 
names which are to contro] adver- 
tising claims, effective Aug. 9. 

The final list of 100 species per- | 
mits furriers to use “Persian,” 
“broadtail” and “mouton” in pro-| 
motion of coats made from lamb, 
but rabbit is only rabbit (not 
“lapin,” etc.), and skunk fur is to 
be described only as plain or 
spotted skunk. } 

A complete list of the names) 
can be obtained from the FTC 
here. 


can be! 


Marsteller, Gebhardt & Reed 
Elects L. M. Brouillette V. P. 


Lucien M. Brouillette, who has! 
been with the agency since Decem- 
ber, 1950, has been elected v.p. of 
Marsteller, Geb- 
hardt & Reed, | 
Chicago. 

Before joining 
MG&R as an ac- 
count executive, 
Mr. Brouillette 
was executive 
v.p. and director | 
of Almon Brooks 
Wilder Inc., Chi- 
cago agency, for 
12 years. Earlier 
he was head of 
his own agency 
and, for several years, was adver- 
tising manager of Cole Mfg. Co. 


Lucien Brovillette 


Sam Hudson Joins Evans 
as Advertising Manager 

Sam Hudson, formerly adver-' 
tising manager of the hearing aid 
division of the Western Electric 
Co. in New York, 
has been named 
advertising and 
public relations 
manager of the 
Evans Products 
Co., Plymouth, 
Mich. ’ 

In the‘ adver- 
tising field for 
the last 15 years, 
Mr. Hudson has 
been with Bal- 
four-Guthrie 
Ltd., Solvay sales 
division of Allied Chemical & Dye 
Corp. and Saks Fifth Ave. 


Sam Hudson 


Let your printer 
show you how attractive 


fine lithography 


~ HAMMERMILL 
OFFSET 


| eeseen twee ee eee oe 4 


Or send for this Demonstration 
Set of beautiful commercial 
specimens on Hommermill Offset 
... It's FREE! 


Five well-known companies are 
represented by the handsome 
pieces in this set. These speci- 
mens demonstrate the full, rich 
natural tones that offset lithog- 
raphy offers printing buyers 
the kind of work you can 
expect to receive on Hammer- 
mill Offset’s firm, bright-white, 
closely knit surface. 
Half-tones, too, take on un- 
usual depth when printed on 
Hammermill Offset. Line work 
and type material stand out 
sharp and clear. When printed 
on both sides you need have . 
no fear of objectionable show- 
through. Hammermil! Offset is 
available in Wove and four 
embossed finishes. Send the 
coupon. See for yourself. 


-— 


Y) 
Hy 


Please send me — FREE — the 


Hammermill Paper Company, se 
: it! 1459 East Lake Road, Erie 6, Pa. 


Zz 


Position 


! | 
| ! 
| ! 
l ! 
| Demonstration Set of Hammermill Offset specimens and 1 
i include the up-to-date sample book. 1 
1 ! 
! ! 
| | 


Piease attach to, or write on, your business letterhead.) AA-2-18 
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It's a Mechanical Strip-Tease ... 


Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Landers, Frary & Clark Booklet Suggests 


New Uses for Trans-Vision Process 


In order to boost sales of its Coffee- 
matic coffee brewer, Landers, Frary & 
Clark found it was necessary to: 

1. Devise sales literature sufficiently 
“different” to attract the attention of po- 
tential consumers and to guarantee the 
company a full reading of the story it 
wanted to tell. 

2. Work out a method of persuasively 
answering the typical consumer question 
of “Why should I buy your product? I’ve 
gotten along without it so far.” 

There were other problems, of course, 
but these two demanded a good bit of 
thought and discussion. 

The solution, devised in cooperation 
with Milprint Inc., Milwaukee, is a sort 
of mechanical strip-tease, which has been 
incorporated in the new Landers, Frary 
& Clark booklet, “It Took 1,600 Years!” 
now being distributed. 


® The strip-tease method, formally known 
as Trans-Vision, consists of an insert of 
related printed transparencies which ap- 
peal to the basic human desire to take 
things apart in order to find out what 
makes them tick. 

The reader of the Coffeematic booklet, 
when he arrives at the insert, first sees a 
full-color reproduction of the product— 
printed by rotogravure—on sparkling ace- 
tate film. 

When he turns the page, he strips away 
the shining outside case and gets his first 
look at the inner construction of the Cof- 


feematic. Succeeding pages continue the 
dissection, and the reader sees exactly 
how the coffee maker is made and how 
it, in turn, makes coffee. Small arrows 
indicate the direction of flow of the bev- 
erage during the brewing process and 
tiny key numbers direct the reader to the 
brief explanatory text. 


= Since each page is composed of a double 
thickness of the acetate (the rotogravure 
illustrations are printed in reverse on the 
opposite side of the film as the viewer 
sees it), both sides of each page carry an 
illustration. And, as the reader takes the 
Coffeematic apart with the right-hand 
pages, he rebuilds it with the left-hand 
pages. 

Thus, in the process of turning four 
double pages of the Trans-Vision insert, 
a reader gets a graphic demonstration of 
how the parts are related. Since the fold 
side of each page forms the outside edge 
of the page, the printing is completely 
protected from dirt, smudges, fingerprints 
and scratches. 

Exact printing register is essential in 
the process, inasmuch as each illustration 
is backed up by another view and the 
collective illustrations must show the sub- 
ject as a perfect whole. 


® In addition, the mechanical strip-tease 
demands artwork that incorporates en- 
gineering precision and the ability of 
the artist to visualize the ultimate ap- 


TAKE IT APART, PUT IT TOGETHER-The prospective consumer takes the Universal Coffee- 
matic apart (via the Milprint Trans-Vision process) as he looks at successive right- 
hand pages and puts the brewer back together with the left-hand pages. Key numbers 
on the drawings refer to the brief descriptions below the illustrations. 


Fair Play Marks Sales Leaders 


CM Suggests Award for Clarity 


pearance of a series of related, printed 
transparencies. 

While Trans-Vision was invented short- 
ly before World War II and was used ex- 
tensively by the armed forces in techni- 
cal manuals and other training aids, the 
Universal Coffeematic booklet suggests 
a wide variety of additional applications 
in the fields of promotion, sales and mer- 
chandising. 

Among the pioneer users of the process 
are General Electric Co., the first com- 
mercial user; Bausch & Lomb Optical Co., 
which published a medical treatise on 
the human eye incorporating Trans-Vi- 
sion illustrations; Abbott Laboratories, 
which has issued five publications in four 
languages on the anatomical dissection 
of the human head and torso; and several 
other companies which have pioneered 
the process as part of their public rela- 
tions or educational activities in a variety 
of fields. 


® Most of the pieces employing Trans- 
Vision sheets have been produced in five 
or six colors, using black, silver or white 
for opacity and to permit the details to 
be accentuated in the illustrations. In 
addition, most of the cover and supple- 
mentary pages have been produced on 
opaque paper by lithography or letter- 
press. 


G. D. Crain Jr. Says... 


You Have to Know the Customer 


A recent issue of ADVERTISING AGE car- 
ried a photograph of Thomas J. Donahue, 
a service representative of N. W. Ayer & 
Son, showing him carrying out his duties 
of windshield wiping, et cetera, while 
temporarily on duty in a service station 
in the interest of Atlantic Refining Co., an 
Ayer client. The purpose, the caption said, 
was “to get a better insight into the 
client’s business.” 

Most readers of AA undoubtedly got 
the point. It is so important to advertisers, 
however, that I believe it ought to be em- 
phasized over and over again that unless 
the advertising and sales promotion pro- 
gram is soundly based on the desires and 
interests of the customer, it is not likely 
to be as successful as it should. Adver- 
tisers and agency executives know this, 
and that is why the behind-the-scenes 
activities which surround every campaign 
are likely to include contact with cus- 
tomers from vantage posts in service sta- 
tions, retail stores and wherever else the 
customer is served. 


s A former advertising man with one of 
the largest oil refiners operated his own 
service station for a number of years for 
this very purpose. He tried out a lot of 
promotion and display devices there be- 
fore he undertook to promote them to the 
thousands of dealers of this big company. 
Then when he described them, he was able 
to add some clinical notes regarding cus- 
tomer reactions which were very convinc- 
ing as far as the dealers were concerned. 

A less formal and official but equally 


Chiselers Are Mail Order Challenge 


Public Relations Begins at Home 


In the majority of cases, the order of 
the dissection and reconstruction of a 
Trans-Vision book is developed by the 
artist in cooperation with the Milprint 
customer’s engineers. The artist works 
from actual models, parts, photographs, 
blueprints—or even in the field—in order 
to develop the related perspective ilius- 
traticns. His original line work must, of 
course, be rigidly accurate and must con- 
form rigidly to the engineering principles 
involved. 


s One of the most recent developments 
in the continuous refinement of the pro- 
cess is a new device which translates flat 
blueprint drawings into perspective line 
drawings of absolute accuracy at a sav- 
ing of approximately 40% of the artist's 
time. 

Since diametrically opposite views,of 
the subject are shown on the respective 
front and back pages, it is necessary for 
the illustrator to show a detailed per- 
spective of all sides of the object. The 
new device eliminates the necessity for 
many painstaking calculations. : 

However, the beauty, tone, clarity and 
interpretation of finished drawings gill 
depend on the artist’s skill and experienee. 
The only limits on the use of Trans-¥Wi- 
sion as a multi-purpose graphic arts tpol 
for sales or education are those impoged 
by the creative imagination. : 


; 
' 
7 


helpful method was that used for a nume- 
ber of years by the advertising manager 
of one of the leading manufacturers of 
toothpaste. His family happened to own 
some buildings occupied by retail drug- 
gists. The adman worked closely with 
these druggists, both as a landlord and as 
a friend and cooperator. He studied costs, 
stock arrangement, display ideas and 
everything else that would contribute to 
the genera] success of the store, as well 
as to promoting sales of toothpaste. Thus 
he was constantly able to come up with 
successful merchandising ideas which for 
a time had this particular brand out in 
front among all those sold by the druggists 
of the nation. 


® This advertising executive, by the way, 
is now connected with an advertising 
agency, and is in charge of the account 
of one of the largest drug store merchan- 
disers in the country. It goes without say- 
ing that the things he has found out about 
how to build sales in the drug field are 
helping him to spark the sales promotion 
program of his client today. 

Other advertising agencies are known 
to operate or be interested in retail stores 
of the type which sell products ef lead- 
ing clients, and from these merchandising 
laboratories they are able to get infor- 
mation and ideas for the benefit of the 
companies whose advertising they create. 
In the same way, many manufacturers 
who sell through retailers operate a num- 
ber of retail stores, partly because they 
are successful in themselves, but also be- 
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cause they serve as a means of. experi- 
mentation in the merchandising of their 
products, and in the development of new 
and interesting ideas which they can pass 
on with assurance to their customers. 


® The merchandising departments of 
agencies are staffed with men possessed 
of broad retai] experience, which is con- 
stantly supplemented with field trips to 
bring their information up to date. One 
of the most successful merchandising men 


Salesense in Advertising... 


in the food field, who is servicing several 
blue chip accounts for a large advertis- 
ing agency, was formerly a division man- 
ager of A&P. He knows his groceries, and 
he is out in the field constantly checking 
up on new and better methods of moving 
branded products in supermarkets and 
other important retail outlets. 

Advertising based on first-hand knowl- 
edge of just what motivates the buyer at 
the retail counter can’t help but do a 
better job. 


Probity and Fair Play Mark the Advertising 
of Sales Leaders in Nearly Every Field 


By James D. WooLr 

In a recent issue of AA (Dec. 31, 1951) 
Sid Bernstein, speculating in an editorial 
on the advertising of cigarets, wondered 
if it takes “rough, tough, slam bang, al- 
most viciously competitive copy to make 

sales.” 
There seems to be no 
conclusive evidence 
that it does. The sales 
of Lucky Strike, which 
makes the raucous 
nd unsubstantiated 
Zlaim that it tastes bet- 
@er than any other cig- 
_ have suffered a 
ecline of 7.3%. As 
@gainst this, Old Gold, 
hich makes no medical claims and holds 
s advertising within reasonable bounds 
dignity and rectitude, is enjoying a 
les increase of 7.7%. These comparative 
sures, together with the figures of the 
her 14 leading brands, present, as far 
a I can see, a case neither for nor against 
"Wdugh, tough copy. Pall Mall, which had 
e largest sales increase (36.1%) among 
e five leading brands, may be benefit- 
g from the fact that its greater length 
ovides the smoker with more tobacco 
fr his money. Whether or not you set 
Much store by the filtering claim, here is 
cigaret that in its greater length offers 
i: smoker a genuine product difference. 


Jim Woolf 


@ Aside from the question of cigaret ad- 
vertising, Mr. Bernstein’s editorial has 
caused me to wonder if “almost viciously 
competitive copy” is mandatory in nearly 
every field of advertising endeavor. Have 
things reached such a state that the pub- 
lic will respond only to noise, bombast, 
exaggeration, silliness, and promises of 
impossible consumer benefits? Does the 
advertiser have no recourse but to make 
terrific ado about what Mr. Bernstein 
calls “the tiniest and most insignificant 
product difference?” 

Let’s look at the record. It will be in- 
teresting to appraise critically the adver- 
tising of a number of products that are 
the sales leaders (or the runners-up) in 
their respective fields 

Beer suggests itself as an excellent 
category to begin with. A score or more 
of well-known brands, both national and 
regional, are so standardized in quality 
and taste as to make one virtually in- 
distinguishable from the other. The ad- 
vertising of beer, like the advertising of 
cigarets, is in many instances given to 
gross exaggeration. One brand, Pabst, 
proclaims with noisy and exceedingly 
monotonous fanfare that it is the finest 
beer served anywhere. Another brand, 
Hamm’s, boasts without offering a shred 
of evidence that it is the world’s most re- 
freshing 


s But the leading beer in point of sales 
is neither of these. This leading beer has 
never, as far back as my memory goes, 
resorted to bombast and vociferous exag- 


geration. The name of this brand is 
Schlitz. A recent full-color page is a 
model of decorum, dignity, and restraint. 
The few words of copy contain not a 
single superlative, not the slightest invid- 
ious comparison with competitive brands. 
In temperate words the reader is in- 
vited to “Taste Schlitz, yourself. You'll 
soon know why—Schlitz tastes so good 
to so many people, it’s first in sales in the 
ie wt, 

Congratulations to Schlitz, 
No. 1 beer. 

Or, since we are speaking of beverages, 
take Coca-Cola, which operates in a 
field that is fiercely competitive. If Coke 
is the finest soft drink served anywhere, 
or the world’s most refreshing, the copy 
doesn’t say so. In quiet, pleasant, moderate 
words the copy says merely: “Mister, 
it’s a pleasure! Pleasure all the way... 
from the moment you grasp a frosty bot- 
tle of ice-cold Coca-Cola. ..till the last 
delicious drop has passed your palate. For 
real refreshment, have a Coke.” 

Congratulations to Coca-Cola, Ameri- 
ca’s No. 1 soft drink. 


America’s 


@ Then there is the advertising of Swift's 
Premium bacon, another model of deco- 
rum and restraint. Its current full-color 
page, an exceedingly attractive one, por- 
trays the product delightfully and in- 
vites the reader, almost sotto voce, to 
enjoy its “heavenly sweet smoke taste!” 
Is it a common product virtue? The copy 
has never said aye or nay on this ques- 
tion, and it need not. “Sweet smoke 
taste” is an appealing concept that Swift 
has pre-empted through years of use, and 
never to my knowledge have invidious 
and unfair comparisons been used. 

Congratulations to Swift’s Premium ba- 
con, America’s No. 1 brand. 

Still another fine example of modera- 
tion, probity, and fair play is seen in the 
advertising of Campbell’s soups. The cur- 
rent color page—“When Cold Winds Blow 

. Good Hot Soup Makes Hearts Glow”— 
would serve admirably for the American 
Soup Institute if there were any such 
industry group. There is not a single com- 
petitive word anywhere in the entire ad; 
in fact, the product name occurs nowhere 
in the copy text or the display lines. 

Congratulations to Campbell's 
America’s No. 1 brand. 


soup, 


® Refer, too, to the advertising of Life 
Savers for a perfectly beautiful example 
of veracity, propriety, and good taste. 
Not to the extent of a single noisy adjec- 
tive does it depend on what Sid Bern- 
stein unhappily refers to as “rough, tough, 
slam bang, almost viciously competitive 
It depends on the sheer delight- 
fulness of its form and the felicity of its 
text. Here is a campaign, in my judg- 
ment, that is good not only for Life Sav- 
ers but for advertising in general. 

Congratulations to Life Savers, Ameri- 
ca’s No. 1 mint candy. 

Admirable also for its dignity, restraint, 
and total lack of hysteria and exaggera- 


copy.” 
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The Creative Man’‘s Corner... 


For Outperforming 


all other Xa" 
(fogs 


Chrysler Wins a Prize 


There has been some controversy, recently, about awards. In The Corner’s 
opinion, awards are good to strive for, gratifying to receive, bad to be im- 
pressed with, and impossible to talk about. 


mean effective pressure? 


cost? 


clarity and comprehensibility. 


Maximum road horsepower; pounds per road horsepower; maximum torque 
in lbs.-ft.; maximum brake mean effective pressure. 

What is a ton mile? What is a standing % mile? Is it vertical? Does it mean 
straight up? And what are maximum torque in lbs.-ft. and maximum brake 


If most motorists never heard of Motor Trend—and can’t interpret the 
categories in which Chrysler excels—just what significance can this ad have, 
beyond the vague impression it gives that Chrysler was good enough to have 
won a medal? And is this sufficient to return full value for whatever the ad 


Maybe an annual award should be made advertisers—and copywriters—for 


Apparently Chrysler has 
been given an award—by a 
magazine called Motor 
Trend. The Corner has 
passed the age at which he 
might be a hot rod enthusi- 
ast—so all hot rodders, and 
the publisher of Motor 
Trend, will please forgive his 
ignorance of this magazine. 
Undoubtedly it exists, and 
undoubtedly some people 
read it. But how many? 
Enough to give this public 
announcement of the award 
any significance? 

And how many motorists, 
The Corner wonders, can in- 
terpret the following cate- 
gories in which Chrysler won 
top honors: 

Average braking distance 
in feet; 

Ton miles per gallon; 

Average acceleration in 
seconds; 

Acceleration over standing 
4 mile in seconds; 

Average top speed in 
M. P. H. 


tion is the advertising of the International 
Correspondence Schools. Here is a type 
of service that, like patent medicines, 
could readily lend itself to extravagant 
promises of impossible benefits, but I 
do not find the slightest suggestion of 
hyperbole in any ICS copy. 

Congratulations to the ICS, Ameri- 
ca’s No. 1 correspondence school. 


® Long is the list of advertisers who have 
achieved sales leadership without having 
to resort to exaggeration, bad taste, and 
poor sportsmanship in their advertising. 
The products I have named, plus other 
such Number One sales leaders as Heinz 
Ketchup, Kraft products, Jell-O, Crisco, 
Wrigley’s chewing gum, are engaged in a 
competitive fight no less intense than in 
the field of cigarets. 


There is no evidence whatever, as Mr. 
Bernstein fears, that sensible, decent ad- 
vertising is incapable of making a sales 
impression for a brand of cigarets—or, as 
far as that goes, for a brand of anything. 

There is, in the hoary words of P. T. 
Barnum, a sucker born every minute. And 
I suppose that as long as we have suckers 
we will witness, every now and then, such 
nauseating spectacles as Hadacol’s adver- 
tising performance. But I have a convic- 
tion that, over the long haul, sales leader- 
ship cannot be maintained as an endur- 
ing thing with shabby advertising. 

The record seems to prove it. In nearly 
every field of merchandise the sales lead- 
er has clung, with only an occasional 
short-termed lapse, to a policy of recti- 
tude, good taste, and clean sportsman- 
ship. 


Mail Order and Direct Mail Clinic... 


Chiselers Are a Challenge 
to Mail Order Service 


By Wuirrt NortTHMORE SCHULTZ 

“Mart Orper Tire RacKet SMASHED By 
Post OFFICE.” 

“Sex By Mart Operator JAILED AFTER 
TAKING THOUSANDs.” 

Those two headlines recently appeared 
in the newspapers. Both dealt legitimate 
mail order merchandisers a heavy, sales- 
cutting blow. It’s get-rich-quick mail or- 
der crooks like these who ruin the good 


public relations built by honest operators 
in our business. 

The tires-by-mail racket story told how 
Illinois farmers were bilked of $10,000 by 
the lure of new, name-brand tires at half 
price. A dummy firm had been set up by 
the operator. Farmers sent their checks 
and money orders in good faith to this 
firm. They were cashed. But the orders 
weren't filled—because the tires weren’t 
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available. This same operator, it was re- 
ported, had sold $4,000 worth of overalls 
earlier—despite the fact that he had no 
overalls! 


® Another mail order operator offered for 
sale foreign magazines featuring nudes. 
Alert postal inspectors halted this bilking 
when they nabbed mail sacks jammed 
with over 2,000 orders for the magazines. 

Thanks to vigilant postal inspectors, un- 
Savory characters like the tire and nude 
magazines racketeers are punished—but 
not before their mail selling efforts have 
caused considerable damage to decent 
mail order merchandisers. 

Tacked up on bulletin boards in every 
post office across the nation are rogues’ 
galleries of mail order chiselers whose 
crooked activities carry a terrific impact 
against those who are trying to earn a 
living honestly selling by mail. 


@ What can be done now to halt these 
mail order crooks who make the mail or- 
der business weak, shady and questionable 
in the minds of millions of Americans, 
thereby reducing potential mail order 
sales by honest operators? 

I believe two steps must be taken im- 
mediately: 

1. All editors, publishers and adver- 
tising managers, whose publications ac- 
cept mail order advertisements, should 
police their advertising columns far more 
carefully. Each mail order advertiser 
should be interviewed; his reputation and 


Tips for the Production Man... 


credit standing in his community scruti- 
nized; his product or service inspected to 
make certain it’s what it purports to be, 
that it is a quality offer, certainly worth 
the price. (Certain publications are al- 
ready taking similar precautions and as 
a result they’re the leaders in their field.) 

2. A strong public relations organization 
should be instituted immediately in sup- 
port of honest mail order merchandisers. 
This new office, manned by a well-paid 
director and a hand-picked staff of paid 
mail order experts, could serve perhaps as 
America’s baseball commissioner and his 
staff serve the baseball minded public. A 
powerful office like this would keep the 
mails clean, spotlighting and outlawing 
mail order cheaters, and thus serve mil- 
lions of mail order buyers by encouraging 
them to patronize oniy those firms whose 
standards are high and whose products 
and services are unquestionably good and 
honest. 


® Because more and more people are 
shopping by mail, it is vitally important, 
it seems to me, to guard against and halt 
mail order grafters before more damage 
is done, and encourage fair and honest 
firms selling by mail. 

Such a clean-up-the-mails campaign is 
a challenge. But it’s a challenge that must 
be accepted now if honest mail order mer- 
chandisers are to grow and prosper. 

I, for one, would be honored to work 
with this public relations office for mail 
order ...and I hereby offer my services. 


‘Inspirations Fulfills Its Title 


By KENNETH B. BUTLER 
Every day we read of research in medi- 
cine, in chemistry, in physics, in automo- 
tive development, etc. But we have long 
mourned the fact that there is little or- 
ganized research in the typographic arts. 
True, all over the nation, thousands of 
layout men, artists, and typographers are 
beating their brains out to create new 
effects. But their efforts are mainly keyed 
te the job at hand and to get money to 
keep on eating; there’s very little objective 
research as such. 
John Allen before his death used to do 
a great deal of research and pure experi- 
mentation in newspaper typography, with 
wonderful results. For that, appreciation 
to the Mergenthaler Linotype Co. 


@ The best job today along these lines, 
in this department’s opinion, is being 
done by the West Virginia Pulp & Paper 
Co. by way of their “Inspirations for 
Printers.” The use of the word “printers” 
is a misnomer. This imaginative, artistic 
quarterly has for 25 years been a veritable 
research medium in typography and lay- 
out. Westvaco’s Jack Elston, advertising 
manager, turns the job over to various 
art directors and tells them to design the 
books to their art’s content. 

They dream up themes and schemes. 
Many of their touches knock you on 
your ear...some of them you wouldn't 
touch with a four-foot pica gauge. But 
the freedom granted these men in typo- 
graphic design results in some stunners 
that are indeed an inspiration and which 
add greatly to typographic literature. 

Four of the pages are devoted to the 
cover, and the whole is printed by offset 
in six colors and by letterpress in four 
colors. The eover usually carries the work 
of well-known modern artists (a few re- 
cent ones: Grandma Moses, John Whorf, 
Paul Sample). Beyond the cover the art 
director of “Inspirations” has 16 pages 
in which to romp with all the ingenuity 
at his command. Most issues are built 
around a theme. The one with the Grand- 
ma Moses cover was based on “inspira- 
tions from the primitives.” 


inspirations 186 


25 YEARS OF INSPIRATION—This is the cover 
of a recent issue of “West Virginia In- 
spirations for Printers’ (and everyone in 
the graphic arts), one of the few media 
devoted to research in the graphic arts. 


Another provocative but fruitful issue 
was largely designed around the magni- 
fied engraver’s screen. Experiments were 
presented with transposition of the key 
plates; also by switching plates from the 
intended colors...a sort of a sleight-of- 
presswork demonstration. Typography is 
imaginative and challenging, producing 
many new concepts of type arrangement 
and placement. ' 


s To get on their list you do not have 
to be a printer. “Inspirations” has been 
inspiring advertising men, art directors, 
publishing executives, and others who, 
at their request, receive it quarterly. 
Writes C. P. Elston, advertising manager: 
“We do not add personal names or home 
addresses. If the request is written on 
a business letterhead, we will honor it.” 
The address: West Virginia Pulp & Paper 
Co., 230 Park Ave., New York 17. 


Employe Communications... 
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Public Relations Begins at Home 


By Ropert NEwcoms anp Marc SAMMONS 

Some weeks ago this department took 
note of the public relations activity at 
The Formica Co., Cincinnati, where a 
portable television set was made available 
to company employes confined to their 
homes by illness. This pleasant custom 
does not have the newsworthy impact of 
a million dollar bequest to an institution 
of higher learning, but it has a lot of 
meaning for a bunch of people who live 
and work in an American community. 

Now another gesture of Formica’s good 
will comes forth. This one isn’t earth- 
shaking either, but it has these simple 
and for the most part unusual character- 
istics in the field of public relations: (1) 
it resulted from a recognition by the com- 
pany of a community need; (2) it was in- 
itiated and carried through without bally- 
hoo, and only three people were on hand 
at the unveiling ceremonies; and (3) it 
didn’t have a single commercial twist and 
will never produce a dime of revenue for 
the sponsor. 


s What Formica did was to build a shel- 
ter house so people in the community of 
Winton Place—a section of Cincinnati— 
wouldn’t have to stand in the rain or wind 
while waiting for street cars. Formica 
employes are among the beneficiaries, but 
primarily it’s for the community. There 
are no metal plaques at each end of the 
little structure to remind Winton Placers 
that their midwinter comfort is by cour- 
tesy of Formica. The whole thing was 
carried through with a casualness that 
might give seasoned public relations men 
the shudders. Here was a chance to “cash 
in,” but nobody appears to have been in- 


The Eye and Ear Department... 


PUBLIC SERVICE—To provide shelter for the 
company’s neighbors and employes wait- 
ing for trolley cars, The Formica Co., 
Cincinnati, erected this waiting station, 
turned it over to John C. Werner (center), 
president of Winton Place Civic Club. At 
left is William D. Fentress, Formica per- 
sonnel manager; at right is D. J. O’Conor 
Sr., company’s president and co-founder. 


terested. Yet everybody in the Winton 
Place area knows the building is there, 
knows who paid for its construction, and 
is grateful for the thought. It is likely 
that no community resident, out of sheer 
gratitude, has rushed across the street 
to lay in a supply of Formica’s lamina 
plastics, but Formica never expected | 
either. } 
There is a school in public relatiogis 
that favors letting the good deed speak 
for itself. It may some day supplant the 
school that believes in ballyhooing the 
deed, however trivial it may be. It should 
certainly supplant the school that believé 
in substituting the ballyhoo for the cog 
deed itself. 


Lux TV Show Maintains Standard 
of ‘Theater's’ Excellence 


“Lux Video Theater” (CBS-TV, Mon- 
day nights, 8:30 to 9) brings to TV much 
of the production excellence that has 
kept “Lux Radio Theater” among the top 
ranking radio programs for more years 
than one likes to feel he can remember. 

Recently “Lux Video Theater” pre- 
sented Henry Hull in “Mr. Finchley Ver- 
sus the Bomb,” a shrewd study in in- 
dividualism that deserves many repeat 
performances. 

In one of the most desolate regions it 
can find, the Army is scheduled to ex- 
plode an A-bomb. A number of reporters 
have gathered to witness the event. The 
reporters find little of interest to file 
during the long days of waiting—until 
they learn that in an old ghost town in 
the area an old man has been found who 
refuses to budge from the front porch of 
his ramshackle house. The General uses 
every means at his command to induce 
Jason W. Finchley to evacuate his resi- 
dence but with no noticeable success. 

After the date for the explosion has 
been postponed, the General dispatches 
a number of soldiers and a tank to re- 
move Mr. Finchley by force, but the old 
man returns. Finally a girl reporter— 
Eddie Sloane—decides that she can in- 
duce Finchley to move. She sits on the 
porch with the old man while the min- 
utes tick away. Back at headquarters, a 
reporter who knows the girl is at Finch- 
ley’s house tries to get to the General to 
stop the blast, but he cannot get to him. 
There is a blinding flash as the bomb goes 
off. Minutes later the reporter gets to the 
General to tell him what has happened— 


ONE OF SERIES— Raymond Massey and 
Muriel Kirkland re-create their stage 
roles in Robert E. Sherwood’s “Abe Lin- 
coln in Illinois,” one of “Lux Video The- 
ater’s” presentations (CBS-TV). 


when the girl and old Finchley arrive. 
The old man has left his house only be- 
cause he refused to endanger the girl’s 
life. 

In these days when most of us have be- 
come all too accustemed to being pushed 
around and accepting everything that an 
increasingly powerful government wishes 
to have us accept, it is refreshing to meet 
—on the TV screen of all places—a char- 
acter like old Finchley, a vestige of what 
was once called the American spirit, an 
idealization of what might once again be 
that spirit. 

Lux’s commercials are adequate. Not 
brilliant, but not irritating either. They 
fit well into an excellent series of pro- 
grams. 


Bee Mean ’ Syke 
‘ad BS if 
1% ao 
me ee) = ee 
Sgt - ‘ . 
Oe. 5% 
es be a 
. Po | 
2, : — a a, 
pct eS Bay IES ie a ae ie 
; eae oe 
a: to : 
pa a 2a) na 
‘i n ae ore. SS . eae 
: a piece ee! og La 
Ry , 1. Sip tn, Me CE ae Bre. 
is TaN a : im Pon ce $ kx - aaa 
4 coe eS oe 
tS ee Od Pe 
us 2 ee eae Saez 
; é f - a ee aon +. 
Seas : — | cal es. aes x o-" 
“ ; : OOS eee aa 5s = 
ies j ne ee ee. 
¢ { i) - oi al = 
; : \ AP aga m ¥ wre 
Hs . Ey; 
Fa o 4 , a ‘ SSS 
* >t aa 
A te 
‘a aoe 
ae 
ry 2 ie 
: B 
= <2 ™ 
=: : oe 
: eal 
Be aes 
ZI oe 3 
* : gp 
. . 
ae om 
i «ee 
ce ie 
es, _— 
; ay hae 
; ’ WA 
iS ‘ ee 
¥ . = ™ 
q j , 4  Rectacth 
; - © >.> 
; ~~ - — 
‘ . - & > wae | ; pee 
‘ Bi Seey _ 
: i. liga : ot. 
MS . pe yo } ee 
s Of Co t. ~ 5, 4 * Sem eS 
——r. w ras 4 a 
er 3 ae ei Bel. 
: GOH 8 — 
e ‘ oa i eee 
2 I stem " ; mor 
a - y e: * 
: ~~ ae a . ; eas 
ay # ? 
mr ook se. 7 + ees Se ; Z 
. af - ——: ot 
ty “= p 3 Bees 
4 me a + Fe a : ie 
4. = ere . ( a ent 
+ ie ~ a : 7 pe a 
voll m oO oh le 
=) a 
‘ ete *. 
i ; Be fon eee 
(lg al y Se ‘ Pio 
mae. eo my ‘ee 
. Ce res. \ ne De 
‘ ; 2 eine, 3 — en ; oH 
Be , Ae Sa 
« for printers “F ayy : Say eter te ae fe RE 
ie ° tis... Pa i rey 
ef * Beso oy / et Bes: 4 Pe einai: 
oe elas ee " ae 
is - ; Be heats a 
«® Mt we }  t° 
é “ Ft : 
5 S a . 
i eo 
8 kt 
aa eg te 
Ric Sie 
43 aay Re 
4 ie 3 
: en I 
= i 
2 RP aes 
/ oe 
, eos Se5 
| Ey aed 
| ig 
: ca on 
| ss 
oe Nearer 
‘ >}. e aa 
« = 
; That hyn 
f i) 
e e ys : oes 
3 eet 
oo = 3 : : y acy 
a leita Te - : 7 5 ‘ Co AC MIC Marder a aan 
ie a MIEN ait a aS. eae. | ee : PD ee 5 
init RR ee eos Soo io 21s ee ee a Ae : a ae 1 «eres The ne, (Gia eoainn Re Mie i 


Along the Media Path 


e@ To provide the highlights of its, 
accomplishments in public serv-| 
ice last year, the New York World- 
Telegram & Sun has published a 
case history booklet detailing ten 
successful editorial campaigns con- 
ducted during 1951. Simulating al 
large-size file folder, it presents | 
each instance in uniform style, | 
giving case background, assign- 
ment and action taken and the 
ultimate results achieved in terms 
of constructive action. 


e The research department of 
Farm & Ranch-Southern Agricul- 
turist has two new reports avail- 
able: one on farms, electricity and | 
equipment in the 1 southern 
states, comparing 1950 and 1945 
data; and one covering automo- 
biles and trucks on farms in the 
same states for the same periods. 


..» becouse | get complete cov- 
erage of the gos industry. An 
industry thet plans—and buys 
on a big scale. A stable industry 
whose construction budgets for 
the post three years have aver- 
aged more than a billion dollars 
annually. The long-term outlook 
is good with 412 billion dollars 
in new construction on the plan- 
ning boards for the period 1951 - 
1955." 


...and because GAS has 


D> Largest circulation, with 92° 
te individuals in Gas Companies 


D Its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact 


> Circulation Verification is Two- 
Fold. 96.53% Verified by CC A 
for list accuracy. 93% Verified 
for Readership by independent 
oudit 


Db Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, 
which means high readership 


> More editorial and advertising 
pages per issue thon any other 
Gas Industry Publication 


>» A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry 


> Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage 


| nearly 2,000 respondents serve sal- 


| circulated in 12 U. S. cities. 


|e The 


e@ How small, localized newspa-| 
per ads halted nosediving sales and | 
powered a 75% climb in volume! 
for the country’s oldest scheduled 
airline (Western Airlines) is told 
in “How to Round Up Big Sales | 
with Small Ads (Western Style),” | 
the latest ad fact folder issued by | 
the Bureau of Advertising, Ameri- | 
can Newspaper Publishers Assn. 


e Effective with the September- 
October issue this year, Marvel | 
Comic Group’s ABC circulation | 
guarantee will be increased to 13,- | 
000,000 net paid average. Unit} 
guarantees are: Red Unit, 6,000,- | 
000; Blue Unit, 4,000,000; Yellow | 
Unit, 3,00,000. The four-color page | 
rate will be raised from $8,100 to! 
$11,700. 


e KHQ, NBC affiliate in Spokane, 
Wash., will celebrate its 30th an- 
niversary April 7, at which time | 
the network will salute the station | 
and present it with a silver plaque. 


e@ The Seattle Times is mailing a 
broadside pointing out that it was 
the only promotion medium used 
in pulling the largest crowd in the 
city’s history during a Santa Claus 
parade last Christmas. 


e A consumer panel study of sal- 
ads, conducted by Good House-| 
keeping, discloses that 99% of | 


ads, and that 36% do so because 
they’re nutritious or form an im- 
portant part of the diet. Mayon- 
naise (53%), French dressing 
(43% ) and cooked dressing (43%) | 
are the most popular salad dress- | 
ings used regularly by the respond- 
ents. 


e Branham Co., newspaper repre- 
sentative, has issued the first in a 
new series of up-to-date market 
data brochures on leading south- 
ern and southwestern trade cen-| 


|ters. The first covers Columbia, | 


S. C., and includes the circulation | 
breakdown of the Columbia Rec- | 
ord. } 
e In connection with the St. Paul 
Winter Carnival, the St. Paul Dis- 
patch and Pioneer Press conducted 
a $1,000 treasure hunt, success of 
which can be judged from the fact | 
that nearly 50,000 persons partici- 
pated 


e WGAR, Cleveland, has pub- 
lished a promotion folder contain- 
ing 22 data pages, including infor- 
mation on comparison ratings, 
product sales and area coverage. 


e National Industrial Stores Assn., 
Washington, has published the 
1952 edition of Industrial Stores 
Market Book, a 156-page reference 
volume featuring a directory of 
industrial stores belonging to the 
association, and including names 
of buyers, locations of stores and 
data on personnel and parent com- 
panies. Details of the size and 
character of the stores’ markets 
also are furnished. 


e@ The February issue of Wom- 
an’s Day racked up an 11% lin- 
age increase and a 24% revenue 
increase over the February, 1951, | 
issue, the magazine reports 


e@ Playgoer, New York, has pub- 
lished a brochure reviewing 250 
years of American theater. Also| 
contained are results of the first! 
survey of the magazine, which is| 


annual Beauty Fashion 
Awards for 1951, made by Beauty 
Fashion, New York, have been 
presented to Faberge, for its bath 
perfume packaging; Harriet Hub- 
bard Ayer and Revlon, for adver- 
tising; Helena Rubinstein, for pro-| 
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A TV FIRST—When Allis-Chalmers signed the locally produced “TV Farm Reporter,” 
to be seen three days a week over WOW-TV, Omaha, it was reportedly the first 
national advertiser to sponsor a locai farm show. Attending the contract signing 
are, seated, left to right: Charlie Karr, sales promotion manager for Allis-Chalmers 
tractor division, and Frank P. Fogarty, general manager of WOW-AM-TV. Standing, 
left to right: Jerry Seaman, radio executive, Bert Gittins Agency; Mal Hansen, farm 
service director for WOW, and Harry Flowers, manager of Allis-Chalmers’ Omaha 
branch. 


motion, and Charles of the Ritz, 
for merchandising policy. 


@ Pennsylvania Newspaper Pub- 


sound and color film, designed to 
interpret the role of newspapers in 


|the existence of communities today. 


Total cost of the film will be $25,- 
000, with half of the money to be 
raised from pledges of individual 
PNPA members. A premier show- 
ing has been tentatively sched- 
uled for the association’s annual 
convention in Harrisburg, Oct. 3-4. 


e@ Modern Photography reports its 
March issue carries 22.9% more 


| 


; 
| 


advertising than the correspond- | 


ing month in 1951, and advertis- 
ing for the first three months of 
1952 is 22.6% greater than the 
same period last year. 


e@ Charm has been cited as an) 


outstanding publication in three 
phases of graphic arts by the 
American Institute of Graphic 
Arts. Three certificates of excel- 
lence were presented for the mag- 
azine’s cover, continuing pages 
and spreads. 


e Woman’s Home Companion 
points out that as the result of 
enthusiastic response to its per- 
fume quiz conducted last Novem- 


ber, the Companion’s merchandis- | 


ing department is launching a per- 
fume counter campaign aimed at 
pre-Valentine selling in more than 
250 department stores throughout 
the country. Stores are being fur- 
nished promotion and _ editorial 
material as well as special dis- 
plays. 

The magazine also has released 
a perfume study indicating that 
women not only know brand 
names, but recognize packaging. 
The study is based on more than 
12,000 answers to the November 
editorial quiz. 


Nolan Gets Two Accounts 


Charles H. Nolan, Pawtucket, 
R. L., agency, has been appointed 


to handle advertising for Arme- 


nian Rug Co., Providence, R. I. 
(radio and newspapers will be 
used), and Ben Bianchard Inc., 


Pawtucket furniture and major | 


appliance distributor (radio and 
newspapers are planned). 


Holmes Elected President 

T. E. Holmes has been elected 
president of the Advertising and 
Sales Club of London, Ont. Other 
officers elected are: Jack Hay of 
Hay Stationery Co., v.p.; W. E. 
Mara of W. L. Mara Dry Goods, 
lst v.p., and Harold Donahue, sec- 
retary-manager. 


Puck Signs with Columbia, 
But Minor Goes to NBC 


Larry Puck, who produces “God- 
frey & His Friends” and co-pro- 


| lishers’ Assn. has launched a pro-| duces “Godfrey’s Talent Scouts” 
| ject to produce a 20-minute, 16mm | 


on CBS, has signed a long term 
contract with Columbia Broadcast- 
ing System, New York. 


Meanwhile, another’ veteran 
CBS-TV producer, Worthington 
Minor, who originated “Studio 


One” (Westinghouse), will switch 
to NBC in April. He will produce 
a dramatic telecast for NBC in the 
fall. “Studio One,” which the net- 
work owns, will continue on CBS- 
TV. 


‘New Liberty’ Promotes Two 

Edward C. Prince, advertising 
manager of New Liberty, Toronto, 
has been promoted to general man- 
ager and director of advertising. 
The new advertising manager is 
Lloyd T. Chandler, who has been 
on the sales staff since February 
1951. 


Art Directors Hold Exhibit 


The Art Directors Club of Mont- 
real will hold its first annual ex- 
hibit of Canadian advertising and 
editorial art March 15-20 at the 
Montreal Museum of Fine Arts. 


Westinghouse Uses 
'Bad Weather Weeks 


‘to Promote Dryers 


| MANSFIELD, O., Feb. 12—West- 
| inghouse Electric appliance divi- 
|sion has planned an extensive 
| clothes dryer promotion around the 
10 worst weather weeks of the 
| year. 

| The campaign, which starts 
| Feb. 15 and runs through April, 
| features a 12-page color book to 
| be offered free by Westinghouse 
retailers. The booklet has 17 views 
of the sky and explains how a 
person can forecast the weather 
by noting the wind direction and 
comparing the skies with the illus- 
trations. The booklet states that 
“no matter where you live, you 
will find that there are compara- 
tively few days that you could call 
GOOD DAYS for drying clothes.” 


8 Westinghouse will back the pro- 
motion by placing “weather” ad- 
vertisements in newspapers and 
national magazines based on the 
theme: “Clotheslines are for the 
birds.” In addition, clothes dryer 
| demonstrations will be given by 
Betty Furness on the Westing- 
house “Studio One” TV program. 

The newspaper ads will carry of- 
ficial weather forecasts for the 
day and—by arrangement with the 
papers—will run, as far as pos- 
sible, when the forecast is for bad 
weather. 


Three Share Red Sox Airing 


Atlantic Refining Co. (through 
N. W. Ayer & Son); Narragansett 
Brewing Co. (through Cunning- 
ham & Walsh), and Chesterfield 
cigarets (also through Cunning- 
ham & Walsh) will sponsor the 
coming season’s complete sched- 
ule of 154 home-and-away games 
of the Boston Red Sox. The series 
| will be carried by WHDH, Boston, 
and will be fed to a network of 
approximately 30 New England 
stations. Chesterfield is a new 
sponsor of the series this year. 


Ware Heads Corporation 
William W. Ware, president and 
general manager of KSTL, St. 
Louis, is head of the new company, 
TV & Radio Peoria Inc., which has 
petitioned the Federal Communi- 
cations Commission for permission 
to buy WPEO, Peoria, Ill. The new 
corporation expects to take over 
the station early in April and im- 
mediately apply for a TV license. 


May we 


for it . . 


Gig League Stul¥ 


It wasn't accidental that some of 
America’s more important advertisers 
turned to McGrath and Associates 
for their engravings. It was quality 
workmanship. 


add that among the nation's 


Big League engravers McGrath has 
had a top rating for many a yeor. 
Sharp-eyed agency men, intent on 
getting quality, look to McGrath 


. and get if. 
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PHOTO ENGRAVINGS 
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Advertising Council 
Sends Out Copy for 
Brotherhood Week 


New York, Feb. 12—“Commu- 
nism thrives on dissension” is the 
theme of a series of newspaper ad- 
vertisements distributed by the 
Advertising Council for use during 
Brotherhood Week, Feb. 17-24. 

The ten current ads, which range 
in size from 100 lines to a full 
page, have been sent to all dailies 
and weeklies, including the re- 
ligious, foreign language and labor 
press. An adaptation of one ad 
from the series will be used in 
house magazines. 

Network radio has just started 
carrying two weeks of brother- 


hood messages. About 50 commer- 
cial and sustaining television pro-| 


grams have been scheduled for the 
same period. 


® Advertising materials for the 
campaign were prepared by 11 vol- 
unteer agencies: Cecil & Presbrey; 
Franklin Bruck Advertising Corp.; 
H. W. Fairfax Advertising Agen- 
cy; Grey Advertising Agency; Jo- 
seph Katz Co.; Peck Advertising 
Agency; McCann-Erickson; Ken- 
yon & Eckhardt; Kelly, Nason Inc.; 
J.D. Tarcher & Co.; and J. Walter 
Thompson Co. 

Brotherhood Week is sponsored 
annually by National Conference 
of Christians and Jews. 


Four Supervisors Named 
for.NBC Merchandising 
National Broadcasting Co., New 
York, has appointed four more dis- 
trict merchandising supervisors. 
Charles Wallace, formerly with 


Welch Grape Juice Co., Westfield, | 
N. Y., will cover several eastern | 


states, including New York; Sidney 
L. Giles, who has been manager 
of the frozen foods division of 
Helwig & Leitch, Baltimore, will 
supervise four southwestern states. 

Charles R. Garrison, whose 
headquarters will be in Washing- 
ton, comes to NBC from the Cali- 
fornia Fruit Growers Exchange. 
Tennessee, Alabama, Georgia and 
Florida will be the assignment of 
L.- R. Lee, previously associated 
with Armour & Co., Chicago. 
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NEW FORMULA—Cott Beverage Co., Bos- 

ton, has opened a campaign for a new 

type of ginger ale with this newspaper 
copy in Boston and New Haven. 


Se) > he 


_ABC Elects 25 New Members 


Audit Bureau of Circulations| claimed to be a product balanced | changed its name to Dubin & Feld-| 
has announced that 17 national | for its three primary uses—(1) as | man. | 


advertisers have been elected as 
new members, which brings the} 
| total of advertiser members to 49. | 
| They are: 
| American Sugar Refining Co., New 
| York; Armco Steel Corp., Middletown, 
O.; Atlas Supply Co., Newark; T. G. 
| Bright & Co., Niagara Falls, Ont.; Do- 
|minion Textile Co., Montreal; Gillette 
Safety Razor Co. of Canada, Montreal; B. 
| F. Goodrich Rubber Co. of Canada, Kitch- 
ener, Ont.; S. C. Johnson & Son, Brant- 
ford, Ont.; Kaiser-Frazer Sales Corp., 
Willow Run, Mich.; Larsen Co., Green 
| Bay, Wis.; Monarch Knitting Co., To- 
| ronto; National Breweries Ltd., Montreal; 
| Oneida Ltd., Toronto; Pictsweet Foods, 
Mt. Vernon, Wash.; Polk Miller Products 
| Corp., Richmond, Va.; Reo Motors, 
Lansing, Mich., and Wooster Rubber Co., 
| Wooster, O. 

Other new members are: Agencies, 
Charles L. Rumrill & Co., Rochester, N. 
Y., and Grey Advertising Agency, New 
York. Magazines, Reporter, New York. 
Newspapers, Sun, Baytown, Tex.; Re- 
porter-Telegram, Midland, Tex.; Daily 
News, Palatka, Fla.; Daily News, Port- 
ales, N. M., and Times, Wilton, Me. 


| 
Libby Joins Fred Waring 


_Steve Libby, formerly promo- 
| tion-publicity manager of WIS, 
| Columbia, S. C., has joined Fred 
| Waring’s Pennsylvanians as a 
;member of the promotion-publi- 
| city-advertising staff. 


“Helm’s Baker 


increased their sales 
of cookies from 300 

dozen cookies per — 
- week to Il,494 dozen 
ef popcorn, from $2. 
in weekly volume 
to $1,158, whenthey 
_ pushed for Pacific © 
Coast business on. 
THE HOUSEWIVES’ — 
- PROTECTIVE LEAGUE 
_ Most sales-effective 

participating show — 
anywhere! 


Er cen 


_ after the tissues were | 

first advertised on. 
THE HOUSEWIVES’ 
PROTECTIVE LEAGUE 
Most sales-effective 


Extra Extra-Dry 
Ginger Ale Bows 
in New England 


New Haven, Feb. 12—Cott’s Ex- 
tra Dry Pale Dry Ginger Ale—an 
even less-sweet-than-normal gin- 
ger ale—is being introduced in 
Boston and New Haven with heavy 
newspaper, television, radio, out- 
door and point of sale promotion. 

Immediate marketing plans call 
for fanning out through New Eng- 
land and the areas near New York 
City where other soft drinks made 
by Cott Beverage Co. are sold. 

Stations WBZ-TV, Boston, and 
WHNC-TV, New Haven, are car- 


rying half-hour and hour pro-| o. He formerly did research for 


for Cott. 


respectively, 


grams, 


Newspaper announcement space is | 


slightly less than a full page. 
The result of a market research 
project between Cott and its agen- 


extra extra-dry ginger 


. Boston, the | 


57 


an adult beverage; (2) for mixing | Church Broadcasts on ABC 
drinks, and (3) for children. The Church of Christ, Abilene, 
The company conducted a taste Tex, is sponsoring a new half- 
test, and the Dowd agency tackled! hour religious program over 145 
the problem of generalizing its ap- ABC radio stations. Time for “Her- 
peal. A Dowd executive said the ald of Truth,” which originates in 
product is unique in the soft drink | ABC’s — Rg mage was 
field. He also said that Cott, with | bought through Ross Roy nc. 
17 soft drink flavors, has the great- | 
est variety of fresh fruit flavors | David Gross Joins CoS ith 
in the field. David Gross, previously with 
| DuMont Television Network, has 
‘been added to the CBS Television 
Ofters Facts for Video ‘film sales department in New York. 


Dr. Paul Ilton, an archeologist 
who has served as research consul- 
tant on a number of motion pic- 
tures, has set up a new company, | 
Research Arts, 270 Park Ave., New 
York, to provide illusive data on 
customs, superstitions, etc., needed 
by radio, TV and movie produc- 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 

Dubin Appoints Feldman | 5 Columbus Circle, N.Y. 19 + CO 5-8088 
Dubin Advertising, Pittsburgh, | 
has appointed Joseph W. Feldman | 
executive v.p. The agency has 


“Believe It or Not” on radio and| 
video. 


“Over @ Quarter Century 
of Dependable Service” 


COLORADO 


< 


NEBRASKA 


KANSAS MISSOURI 


ln this Vast, Prosperous Area... 
Purchases are Family Planned! 


Capper’s Weekly, the family reading favorite for more than 425,000 families 
in this rich region, can help you increase sales for your product. 

In this enormous able-to-buy area, purchases are FAMILY PLANNED! Capper’s 
Weekly is the dependable, low cost, sales producing publication ideally suited to 
carry your sales message to these prosperous families. 

Note these significant FACTS! 

*899 out of every 1,000 Capper’s Weekly homes have ELECTRICITY. 

#825 out of every 1,000 Capper’s Weekly homes have Mechanical Refrigeration. 

061% of Capper’s Weekly families have 3 or more persons. 

Put Capper’s Weekly on the job for you and sell this rich market, where 
purchases are FAMILY PLANNED! 


apper's deel 


CAPPER 
PUBLICATIONS INC 


912 Kansas Avenue Topeka,Kansos 


The Feature News Weekly of The Rural Midwest... 


Famous For Reader Interest. 
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With Eftective Merchandising... 


Poultry Industry Faces Rosy Future 


Kansas City, Mo., Feb. 12—The 
poultry industry learned today that 
it faces a long, rosy future, espe- 
cially if producers become better 
merchandisers. 

Specific advice on merchandis- 
ing was offered by three speakers 
at the Institute of American Poul- 
try Industries’ fact finding confer- 
ence 

Walter B. C. Washburn, v.p. 
of Young & Rubicam, New York, 
declared that an exhaustive mar- 
keting study has convinced him of 
virtually unlimited future saies op- 
portunities for poultry in general 
and for advertised brands of prime 
quality poultry in particular, both 
frozen and fresh. This, he added, 
in spite of the fact that poultry 
tonnage up 75% over prewar| 
levels and poultry consumption is | 
up 50% 


1s 


ing a direct bearing on the pro- 
duction of effective advertising 
These include: 

1. Studying all of the statistical 
data available on the past and 
present sizes of the over-all na- 
tional annual market. 

2. Extending this with informa- 


tion obtained from clients and 
other sources, to obtain the cur- 
rent marketing picture on con- 


sumer sales, competition, pricing, 
packaging and distribution. 

3. Exploring product usage and 
consumer attitudes through house- 
to-house and consumer mail 
studies. 

4. Exploring consumer accept- 
ability by side-by-side or normal 
use tests, using an _ established, 
successful compet.tive product as 
control. 

5. Conducting actual marketing 


| tests, usually in a relatively limited 


s However, the need for more and | 
better advertising, aided by oan 
more successful merchandising, he} 
said, is foreshadowed by the fact 
that poultry processors face sub- 
stantially increasing local compe- | 
tition, as commercial broiler pro-| 
duction continues to spread across 
the country. | 

Mr. Washburn presented some | 


basic merchandising procedures | 


® the agency relies on to keep prop-| 
q erly informed on all factors hav-| 
} 


rin 
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PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 


» 679 N. WEALS ST., CHICAGO 10, ILL. 
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| dising, whether they 
| not. 


but representative area. 
p 


8 S. R. Bernstein, editor of ApvER- 
TISING AGE, Chicago, stressed that 
good merchandising means “you 
not only have to have a good prod- 
uct that’s priced right, properly 
packaged, readily and easily avail- 
able—you have to be sure people 
know these things about your 
product and that they can recog-~ 
nize and identify your product 
when they go shopping.” 

He asserted that there are many 
indications that more and more 
producers in many fields are be- 
coming merchandisers, staying 
with their products until they 
reach the ultimate consumer even 
in the fresh foodstuffs field. This 
trend, he pointed out, is one very 
important reason people in the 
poultry and egg business must give 
serious consideration to merchan- 
want to or 


“The poultry business has been 
doing very well competitively in 


|} recent years, because everyone has 


been eating better and because it 


the sponsor said, but 


INSPECTION—Representatives of Ekco Products Co., Earle Ludgin & Co. and NBC 
inspect Ekco products to be advertised on the Ekco-sponsored Wednesday night “The 
Goldbergs” on NBC-TV. Left to right: Charles Standard, NBC account executive; 
John Brooks, general sales manager of Ekco; Monty McKinney, v.p. and account ex- 
ecutive of Earle Ludgin, Ekco’s agency, and Earl W. Lewis, Ekco ad manager. 
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vantage over other meats,” he said. 


® “But over the long pull, no busi- 
ness can prosper if it fails to meet 
all of its competition on the mer- 
chandising front, by offering its 
| products for sale in the manner 
which most nearly coincides with 
the needs and wants of the buyer. 
And to my mind this means identi- 
fiable products, conveniently and 
.sensibly packaged, meeting rigid 
standards of taste and flavor.” 

To the poultry operator who 
thinks all this may be very well 
for other businesses, but not his 
own, Mr. Bernstein said: “If others 
can put hams, chickens and other 
foods into cans or frozen packages 
and maintain recognizable qual- 
ity standards, you can do it with 
fresh poultry as well, and prob- 
ably better than it’s now success- 
fully being done by grapefruit 
growers, orange growers and may- 
be 1,000 other agricultural groups.” 


@ The merchandising case history 
of Swift & Co.’s Premium chicken 
was presented in detail by E. Gard- 
ner Cole, head of the poultry mer- 


| has had a comparative price ad- chandising for Swift in Chicago. 


He pointed out that in 1948, after 
the development of the commer- 
|cial broiler industry, it became 
| possible to supply consumers with 
young, tender, fresh chickens 
throughout the year 

In a pilot survey among mid- 
western housewives and a limited 
number of dealers, Swift deter- 
mined that consistent quality was 
the most desired feature looked for 
in the purchase of poultry; and 
that 60% of the urban housewives 
relied on their supplier to make 
sure they got good quality, while 
only 5% relied on a known brand 
of poultry. 

Swift, he said, after choosing 
|“tender-grown Swift's Premium” 
as a distinctive brand name, incor- 
porated a blue-and-red wing tag 
for visual identification 


}@ “Throughout 1948,” he con- 
tinued, “quiet store testing of the 
| product revealed both consumer 
and dealer acceptance. Meanwhile, 
production facilities were gradu- 
ally being built up. In 1949, 13 
important cities from coast to coast 
were tested for all-out marketing. 

“To help introduce the product, 
a well-planned program of mer- 
chandising, sales promotion, pub- 
licity and advertising was used in 
the selected markets. Sales man- 
agers, promotion managers and 
front-line salesmen were brought 
together to hear the story and see 
and taste the new product. The 


company’s home economics de- 
partment conducted cooking 
schools, tying in with appliance 
dealers, movie houses, retailers, 
radio stations, newspapers and 
other publicity vehicles. 
“Merchandising and display 


schools were held where essential, 
| films on the product development 
were made, manuals on 


sales promotion and merchandis- 
ing were printed and distributed, 
charts were made to demonstrate 
why the product was different. 
portable electric broilers for sam- | 
pling the product were distributed 
and instructions on handling, or-| 
dering, shipping, packing and re-| 
frigerating went to production 
plants, 


= “Special care,” he said, “was| 
taken to select the most appropri- 
ate ad copy pattern for the new) 
chicken. Ads in black and white} 
were used in newspapers, car} 
cards and posters.” 

Mr. Cole said that in the 13 test} 
cities sales increased “as much as 
thousands of percentage points 
The average was between 200% 
and 300%. In 1950, the same kind 
of introduction was made on a na- 
tional basis, and the whole pro- 
gram has been repeated with 
broader and more intensive ap- 
plication through 1951 and to 
date.” 


Niagara Filter Names Two 

Niagara Filter Corp., Buffalo, | 
has appointed Alfred L. Trumpler, | 
formerly with Bell Aircraft Corp., 
Buffalo, advertising manager and 
assistant sales manager, and| 
Arthur W. Jéhnston, formerly} 
with Buflovak division of Blaw- 
Knox Co., Pittsburgh, sales mana- | 
ger. Mr. Trumpler returns to the| 
ad manager post which he had re- 
signed a year ago to join Bell Air- 
craft. 


| with 


‘51 Wholesale Sales 
Hit $106.8 Billion 


WASHINGTON, Feb. 12—Sales of 
wholesalers in 1951 totaled $106.8 


| billion, $10 billion above 1950, the 


Department of Commerce's office 
of business economics reports. Af- 
ter the adjustment for price in- 
creases, it notes, unit sales in 1951 
were little changed from ’50. 

Inventories of all wholesalers 
are estimated at $9.8 billion at the 
end of December, nearly $600,000,- 
000 higher than at the end of 1950. 
All of this increase occurred in 
durable goods establishments and 
to a large extent represented 
higher replacement costs. 

The office points out that on a 
seasonably adjusted basis, Decem- 
ber stocks were practically un- 
changed from November, with no 
noteworthy change evident in any 
of the major durable or non-dur- 
able goods groups. 


Wilson Sporting Names Cox 
Advertising and PR Director 


Wilson Sporting Goods Co., Chi- 
cago, has promoted Mark Cox to 
advertising and public relations 
director to suc- 
ceed Joe Riso- 
lute, who has re- 
signed to join 
Ivan Hill Inc., 
Chicago agency. 

Mr. Cox or- 
ganized the Wil- 
son public rela- 
tions department 
five years ago 
and has held 
many positions 
the com- 
pany, including 
the directorship of sales and pro- 
motion of the professional base- 
ball division, and the school, col- 
lege and professional football di- 
vision. 


Mark Cox 


Rossheim Heads Promotion 


American Silk Mills Inc., New 
York, has created a fabric pro- 
motion department which will be 
headed by Richard Rossheim, with 
the company since last fall. Grace 
Kent, advertising manager for the 
past two years, has resigned to 
join Carlisle Shoe Co., New York, 
as fashion director. Mr. Rossheim 
also assumes her duties. 


Teitler Promoted to A. M. 


Lillian Teitler, acting ad mana- 
ger of Strawbridge & Clothier’s, 
Philadelphia budget store, has 
been promoted to ad manager. 
She succeeds Mrs. Sophie J. Mit- 
chell, who resigned. 


proper | 


hurry. An exclusive CONGRESS 


for you—at home or abroad. Let 


prevent this! rely on CONGRESS 
complete newspaper mat work 


You've got nothing to worry about when CONGRESS is doing 
your mat making because CONGRESS turns out good mats in a 


moulding insures high fidelity reproduction. There's no delay be- 
cause CONGRESS does all its own work—nothing is sent outside. 
CONGRESS insures your original against fire loss. CONGRESS pro- 
vides a complete numbering and filing system for instant reference to 
any mat. An accurate shipping and mailing system meets closing dates 


off your hands. Next time you need good mats and fast, accurate 
service, call on CONGRESS ELECTROTYPE COMPANY, 1326 E. Congress, 
Detroit or 919 N. Michigan, Chicago. 


process for direct pressure mat 


CONGRESS take your troubles 
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Total Atlantic City 
Promotion Budget 
to Exceed $750,000 


ATLANTIC City, N. J., Feb. 13— 
This resort will spend $179,150 on 
promotion this year, including 
$120,000 for newspaper and maga- 
zine advertising. 

The 1952 city budget calls for 
an outlay of $7,500 for folders, 
pamphlets and display cards; $8,- 
000 for special features and pro- 
motions, and $3,506 for radio 
shows and line charges. Other 
items range from $1,200—for the 
annual “national clam-eating con- 
test’—to $5,000 for the National 
Headliners Frolic. 

The total of $179,150 is a drop 
of $8,600 from last year’s City 
Press Bureau requirement of 
$187,750. City Commissioner Phil- 
ip B. Gravatt estimated, however, 
that total 1952 promotional ex- 


penditures by the city and private | 


enterprises together will reach the 
$750,000 mark. He pointed out 
that hotels and businesses here 
are engaged in a cooperative ad 
campaign with a budget of $75,000 
for the first six months of the year. 

Another cooperative effort by 


merchants who are staging a city- | 


wide sale, plus the usual indi- 
vidual hotel publicity and promo- 
tion, will bring the total to the 
three-quarter million figure, he 
declared. 


CATCHING EYES 
is what Eye*Catchers 
photos er mats do for 


adv. or editorials at very 
little cost. SINGLE prints 


EVE*CATCHERS, Inc. 
207 E. 37 St., W.Y. City 16 
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AFTER THE SHOW—Among those attending a buffet dinner in Chicago after 
viewing ABC-TV’s “Super Circus” show the first day it was sponsored by Mars Inc. 
are (from left): Seated, Leo Burnett, head of the agency serving Mars; G. B. Hurley, 
executive v.p. and general manager of Mars, and V. H. Gies, v.p. in charge of Mars 
advertising. Standing: James L. Stirton, manager of ABC's central division TV net- 
work; William Weddell, v.p. in charge of broadcasting and television for Leo 
Burnett Co., and John H. Norton Jr., v.p. in charge of ABC's central division. 


GE Promotes Borch, Davidson Merged Sea Food 


The lamp division of General 
| Electric Co., Cleveland, has pro- 
| moted Fred J. Borch from manager 
| of sales operations to the adminis- 
trative staff, where he will assume 
| special administrative assignments. 
| William E. Davidson, manager of 
original installation sales, has been 
advanced to succeed Mr. Borch. 


Crosiey Appoints Wells 

Crosley 
Corp., Cincinnati, has appointed 
Lawrence R. Wells, formerly dis- 
trict manager in Kansas City for 
Motor Products Corp., merchandis- 
ing manager of the freezer sales 
division. 


division of Avco Mfg. | 


Companies Rival 
Van Camp in Size 


San Dreco, Feb. 13—Purchase 
of a half interest in the Westgate- 
Sun Harbor Co. by the owners of 
California Tuna Packing Co. has 
resulted in the creation of a tuna 
producing and marketing organi- 
zation that rivals the Van Camp 
Sea Food Co. in size. Van Camp 
currently is the largest organiza- 


jtion in the tuna producing and 
| marketing field. 


| 


| leading item. 


| gate-Sun 


The merged companies will re- 
tain the Westgate-Sun Harbor 
name and will continue to push 
Breast-O’-Chicken tuna as the 


Breast-O’-Chicken, the West- 
Harbor brand, was 
backed by an ad budget of al- 
most $1,000,000 in 1951. Cal Tuna 
has been promoting its Sea-Preme 
brand. Harold Requa, who con- 
tinues as advertising manager of 
the combined companies, said that 
company executives have not yet 
decided whether to continue the 
Sea-Preme brand name. 


@ Mr. Requa said that, “for the 
present, at least, Barnes-Chase 
Co., Westgate-Sun Harbor’s agen- 
cy, will continue to handle Breast- 
O’-Chicken and the Armstrong- 
Schramm agency will continue on 
Sea-Preme.” 

California Tuna Packing Co. 
was established two years ago 
when a group headed by C. Arn- 


holt Smith, San Diego banker, ac- | cialty fair, Palmer House, Chicago. 
quired the properties of the old) 


San Diego Packing Co. 

The Westgate-Sun Harbor com- 
pany was formed in 
merger of the Westgate Sea Food 
Co., headed by Wade Ambrose, and 
the Sun Harbor Packing Co., 
headed by Jack Crivello. Mr. Am- 
brose continues as president of the 
merged companies under the new 
setup. 


Wimberley Appointed Ad, 
Sales Promotion Manager 
Bob Wimberley, administrative 


assistant to the president, has been | 
promoted to manager of advertis- | 
sales) 


ing and 
promotion for 
Arkansas Power 
& Light Co., Lit- 
tle Rock. He suc- 
ceeds the late 
Edgar B. Chest- 
nutt. 

Mr. Wimber- 
ley has worked 
as Fayetteville 
bureau chief of 
the Ft. Smith 
newspapers and 
as a United Press 
pro- 


Bob Wimberley 


correspondent, and has been 


| 


1950 by a_ Club, Chicago 


| Coming 
| Conventions 


| *Indicates first listing in this column 

| Feb. 20. Associated Business Publica- 
tions, annual eastern clini¢s, Hotel Astor, 

| New York. 

Feb. 24-26. New England Newspaper 
Advertising Executives Assn. and Ad- 
vertising Managers Bureau of the New 
York State Dailies, joint meeting, Strat- 
field Hotel, Bridgeport, Conn. 

*Feb. 29. Financial Public Relations 
| Assn., eastern regional conference, Stat- 
| ler Hotel, New York 

| March 17-20. National Premium Buyers 

Exposition (19th annual), Conrad Hilton 
Hotel, Chicago. 

March 19-21, Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
| Hot Springs, Va 
| March 21-22. Third annua! Advertising 
Institute, Emory University and the At- 
lanta Advertising Club, in Atlanta. 
| March 24-27. Canadian Assn. of Broad- 
casters, annual meeting, Royal York 
Hotel, Toronto. 

March 26-28. American Assn. of In- 
dustrial Editors, first national conven- 
| tion, Netherland Plaza Hotel, Cincinnati 

March 30-April 2. National Assn. of 
Radio & Television Broadcasters, annual 
convention, Conrad Hilton Hotel, Chicago 

April 1-3. Point of Purchase Advertising 
Institute, annual symposium, Waldorf- 
Astoria Hotel, New York. 

April 1-4. American Management Assn., 
2lst annual packaging conference and 
exposition, Auditorium, Atlantic City, 


N. J. 

April 3-5. American Assn. of Adver- 
tising Agencies, spring meeting, The 
Greenbriar, White Sulphur Springs, W 
Va. 


April 8. Associated Business Publica- 
tions, awards presentation, 1952 contest, 
Hotel Statler, Boston. 

April 20-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York 

April 25-27. Advertising Federation of 
America, Fourth (Florida) District, Casa- 
blanca Hotel, Miami Beach, Fla. 

May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 11-14. National Newspaper Pro- 
motion Assn., annual convention, Brown 
Hotel, Louisville, Ky. 

May 19-20. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago 

May 21-23. International Council of 
Industrial Editors, 11th annual conven- 
tion, Minneapolis. 

May 25-28. National Business Publica- 
tions, spring meeting, Skytop Lodge, Sky- 
top, Pa. 

*May 27-29. National Sales Executives 
Inc., 17th annual convention, Hotel Fair- 
mont, San Francisco. 

June 8-11. Advertising Federation of 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York 

June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono 
Manor, Pocono, Pa. 

June 16-17. American Marketing Assn., 
conference, Netherland Plaza Hotel, Cin- 
cinnati. 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House, Chicago. 

*Oct. 3-4. Pennsy!vania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 4-7. Mail Advertising Service Assn. 
International, annual convention, Shore- 
ham Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty Na- 
tional Assn., annual convention and spe- 


Oct. 13-14. Inland Daily Press Assn., 
| annual meeting, Congress Hotel, Chicago. 

*Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 


Oct. 20-23. Financial Public Relations 
Assn., annual convention, Coronado, Cal 

Dec. 27-29. American Marketing Assn 
conference, Palmer House, Chicago. 


Three Renew. Bauer & Black 
| Buys Slice of ‘Howdy Doody’ 


Bauer & Black, Chicago, has 
| bought six weeks of the Wednes- 
day 4:30-4:45 p.m., CTS, segment 
of the “Howdy Doody Show” over 
National Broadcasting Co.'s tele- 
vision network, effective April 16. 
The business was placed through 
Leo Burnett Co. 

At the same time, three sponsors 
ordered renewals of their contracts 
for the show. Mars Inc., Chicago, 
ordered a 13-week renewal of the 
4:45-5 Monday slot, starting March | 
3, and a six-week renewal of the} 
4:30-4:45 time on Wednesdays, | 
beginning March 5, through Bur-| 
nett. Kellogg Co., Battle Creek, 
Mich., also through Burnett, has 
renewed its 4:30-4:45 spot, Tues- 
days and Thursdays, effective 
March 14. International Shoe Co., 
St. Louis, has reordered its 4:45-5 
slot alternate Wednesdays, start- 


gram director for KUOA, Siloam|ing Feb. 22 via Henri, Hurst 


Springs, Ark. 


McDonald. 


SOUTH CAROLINA’S. 
SUPERMARKET! — 


SOUTH CAROLINA’S 


LARGEST 
METROPOLITAN 
AREA 


(U. S. Census, 1950) 


LEADS BY FAR IN 
i 


GASOLINE SALES 


Greenville 42,572, 
Columbia 31,404,179 
Charleston 27,837, 
S. C. State Treasurer. Figures in pl. 
lons for Year ending June 30, 1951. 


Greenville leads also in Population, 
Retail Sales, Wages, Employment, 
and Autos & Trucks. South Caro- 
lina’s Largest Metropolitan Area is 
your first market in S. C. 


S.C vou sell it... 
pick LQ 


Greenuille News 


. 
4 


MORNING B SUNDAY 


GREENVILLE PIEDMONT 


Operetors of WFBC - NBC - 5000 Wertts 


Daily Circulation 95,974 
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Northern's New Tissue | 
Has Redesigned Wrapper 

Northern Paper Mills, Green| 
Bay, Wis., has begun nationwide 
distribution cf a new Northern tis- 
sue, packaged in a slightly re-de- 
signed package. The company 
claims the new tissue is softer and 


Retired ‘Dean’ of Sears Catalog Tells 
What Makes Mail Order Ads Tick 


Advertising Age, February 18, 1952 


changed, 
Frankly, I just don't believe that 
when people sit down to use a 
catalog they are aware of the for-| 


although others have. 


mat. 


“The catalog buyer is interested | 


in the merchandise offered. So 
we tell him about the merchan- 


jacket for sailing on Puget Sound 
and said as much in the catalog. 
“I’ve never forgotten what the 
loggers and timber cruisers said 


}about that copy gem,” he smiles. 


As time went by, the Sears cata- 
log department began to assume 
more of the duties of the adver- 


Gerald Cunningham 
Says Basic Rule Is 
‘Keep It Simple’ 


more pliable because it “is actually 
softened twice by an automatic 
creping and embossing process.” 
Distribution is expected to be 
completed by spring and will be 


| It was apparent to everyone at) 


Sears that Gerry Cunningham— 
as his friends know him—was 
somewhat reluctant to leave the 
company he had done so much to 


dise. He wants to know what it | tising agency—writing, layout, 
looks like. So we include the/| production, merchandising. The 
most faithful illustration that re- | opportunity for specialized adver- 
production techniques permit us/|tising personnel increased and the 


ae > 
Ny 


followed by a national advertising 
campaign. Young & Rubicam is the 
agency 


KH]J-TV to Telecast Games 

KHJ-TV, Los Angeles, has ob- 
tained exclusive rights to telecast 
all home baseball games of both 
the Los Angeles Angels and the 
Hollywood Stars for the 1952 Pa- 
cific Coast League season. It will 
be the first time one station has 
carried the home schedules of 
both teams. Games will be tele- 
vised in their entirety, beginning 
April 1. No sponsor has been signed 
as yet. 


“succeed Mr. 


Curcaco, Feb. 12—After almost|¢lp shape and build. But it is 
36 years as “dean” of the Sears,|©@Ually apparent that he will ex- 
Roebuck catalog, Gerald W. Cun-| hibit the same drive in retirement 
ningham has retired. that he demonstrated for almost 

There were luncheons and) four decades at Sears, Roebuck & 
speeches and toasts to mark his Co. 
aeparture. And there were literal-| _4lready he is working out an 
ly hundreds of “good-byes” to be itinerary for a two-month tour 
said, since Mr. Cunningham's mail ~ 
order advertising department in- 
cludes more than 260 people. 

In addition, there was that last- 
minute chat with Thomas F. Fil- 
line Jr., director of mail order 
sales, who has been appointed to 
Cunningham. 


ou Can't Visit Every 
Customer Every Day 


ee ee ee ee ee ut —— — — — ~ 2 Mr. Cunningham has seen the| 
entire character of Sears’ business | 


all customers of your product or 
service many times more than once a 


name to a colorful, tastefully turned 


calendar is a unique advertising form. 


G. W. Cunningham 


of Europe; tentative plans to make 
his experience available on a con- 
sultation basis, and some very 
definite plans for a fishing trip 
this spring. 


Thomas Filline Jr. 


“ 
I 
| 
| 
| 
| 
| 

J | 


change in his 36 years with the) 
company. “But the basic principles | 
of mail order selling haven't 
changed a bit,” he told AA. 

The secret to catalog selling? 
“There’s no secret, as such,” he 
says. “Our basic rule has been to 
‘make it simple and keep it sim- 
ple,’ not because we believe our 
customers are simple, but because | 
simple things are understood 


ee 00. can remind 


day — by signing your company 
out calendar like this one. The 


It renders a real service. It is the 


to use. He wants to know what ad- | 
vantages the product offers. So we | 


list them. He wants to know price. 
We include—or feature—the price. 
And we believe that the average | 
reader wants the copy block next 
to or immediately below the illus- 
tration, not down below, separated 
by other copy or illustrations. 


es “Our Sears catalog doesn’t open 
with the women’s ready-to-wear 
section,” Mr. Cunningham con- 
tinues. “We open with children’s 
apparel—not because we're overly 
sentimental about children, but 
because Census Bureau data and 
population statistics tell us that 
the market is there. 

“I’m not going to get any gold} 
medals because I put the chil-| 
dren’s section in the front of the 
book. But,” he adds, “I may get 
more sales.” 

Gerry Cunningham's direct ap- 
proach hasn’t changed since he 
walked into the business offices 
of the old Chicago Examiner at 
the age of 17 and persuaded the 
business manager that he would 
make an ideal stenographer. 


@ The noisy city room was a mag- 
net to young Cunningham and, 
finally, he was promoted upstairs 
—but only to the managing edi- 
tor’s office, and his duties still 
were stenographic. 

However, the city room was 
next door and that was all he 


only medium of advertising that 

° ° ene “lives” —and sells — for 12 full months. 

fa aaeee mee To be sure your calendar is well 
received — as this one most certainly | 
was — just haveit... | 


Sales Engineered by 


LONSOLIDATED | 


ee ee 


Lithographing Corporation 


tan Office and Plant Gien Cove Od Carle 


Soles Offices in Philadelph 


a oe 


@ Chicago lourseille ond Lomp 


|As she walks down the aisle in a Cunningham’s rewrite duties offi- 


quickly and easily. In preparing a needed. Whenever the opportunity 
catalog, we believe it is essential occurred, he would slip in at the 
to keep pace with the times. |copy desk and finish up a story 

“We try at Sears,” Mr. Cunning- | that some staff writer had started. 
ham says, smiling at his uncon-, Soon he was handling rewrite 
scious use of the present tense, “to material with ease and speed. 
make a customer's session with our Finally, almost in despair, the 
catalog like a visit to a retail store. | managing editor decided to make 


retail store, she is stimulated by | cial. 

certain items on display. — It was during this period that 
form a background, give her a| young Cunningham wrote a story 
basis for comparison. |that has since become a classic. 
The city editor handed him several 
es “We try to make a visit with | sheets of paper covered with facts 
our catalog as much like that and background information and 
shopping trip as possible. That’s| said: “Give me 50 words, less if 
the main reason our catalog hasn’t | possible.” 


service, willingly given 


roviding your organization with efficient 


producing for you the finest quality printing 


_— po tt skilled craftsmen in 


o's most modern plant. 


\s Gerry Cunningham wrote the 
| story in exactly 26 words. It read: 
'“John Smith of Grand Rapids, 
| Mich., came to Chicago yesterday. 
'He had $3,000. He met some 
| ‘friends.’ Today, John Smith has 
|/no money and no friends.” 

| Sears, Roebuck’s business has 
changed in many ways during the 
| years Gerry Cunningham has been 
|with the company. When he 
| started—as a copywriter on the 
Sears line of silverware—the com- 
| pany had no retail stores and only 
| three mail order houses. 

| The branch houses were oper- 
|ated almost autonomously, and 
| buyers could buy from the Chi- 
cago house or anywhere else they 
wished. Gerry Cunningham soon 
moved up—to manager of the two 
branch catalogs. 


eee 


At that time, the catalog de- 
partment had only three or four | 
copywriters, and most of the buy- | 
ers wrote their own copy, with| 
the result that the Chicago office | 
was almost a catalog assembly op- | 
eration. 


| @ Not all the copy was written by | 
the buyers, however. Mr. Cun- 


sional joke at his own expense, | 
recalls the time that a Seattle) 
/ | buyer sent him a brief description 

of a new cruiser jacket. Since he} 
|at that time was unfamiliar with | 
| the Pacific Northwest, he assumed | 
| that a cruiser jacket was the ideal 


ningham, who enjoys an occa- |" 


opportunities for buyers to attempt 
to sell their own merchandise via 
their own copy decreased. 


@ Over the years, Sears has 
worked out a formula on which 
the catalogs are distributed. Mr. 
Cunningham, who was primarily 
responsible for the development, 
explains that “the valued custom- 
er is the one who buys frequently. 
It’s surprising,” Mr. Cunningham 
continues, “how often I’m asked 
how we determine who gets a 
Sears catalog and who doesn’t. 
“In simplest terms, our cata- 
logs are distributed on the basis of 
recency of order, frequency of or- 


FREE BOOKLET 
"Courtesy Pays Off" 
Write today—use 
business letterhead, 
blease 


Because YOU “go along” 
with your mail, use 


WATERMARKED 


by 
Fox River 


*Cotton-fiber makes the finest BUSINESS, 
SOCIAL AND ADVERTISING PAPERS 


Bacal 


Yes, you go along with your mail. Your 
signature is your seal of approval of the 
thoughts expressed, the typing, the print- 
ing, the paper .. . your signature says, 
“These represent me!” 

You are proud of your paper—it makes 
an impression when it is beautiful 
cotton-fiber ‘by FOX RIVER’ — water- 
mark of highest quality for 69 years. Cot- 
ton-fiber means clean erasing, crispness 
that reminds you of a new dollar bill, 
strength that protects that just-typed look 
on your letter’s long travels. 

So you will know you are getting the 
best type of paper —cotton-fiber — we wa- 
paced. pho words in every sheet. Test 
FOX RIVER samples ...ask your printer. 

FOX RIVER PAPER CORPORATION 

1131 S. Appleton St., Appleton, Wis. 
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der and total dollar volume 
orders per year. 

“Catalogs are a tremendous in-| 
vestment,” he continues. “Sears | 
distributes catalogs to about 7,- 
000,000 families—roughly about 
20% of all the families in the U. S. 
We have tried sending out more 
than that number, but we find that 
it doesn’t add sales. In the same 
manner, we have found that if 
we try to circulate the catalog to 
the ‘back-fence buyers’—the peo- 
ple who order from their neigh- 
bors’ catalogs—total sales volume 
doesn’t increase. In all, Sears dis- 
tributes about 50,000,000 catalogs | 
a year at the present time.” 


e “Consumer buying patterns! 
have changed in the last 30 years” 
Mr. Cunningham says. “Regional | 
differences—prejudices for or | 
against particular items—have al- 
most disappeared. Thus we write 
the same copy for people in every 
section of the country—but it’s 
more sophisticated today than it 
was 30 years ago. } 

“The catalog for our Boston store 
will include maple syrup equip- 
ment; the catalog for the Memphis 
store will include cotton picker 
pants, guitars and bibles, and the 
catalog which circulates in the 
Southwest will feature broad- 
brimmed hats. But in reality, the 
only real differences in buying 
patterns from one region of the 
country to another are those which 
stem directly from climate and 
soil.” * 


» 


@ What does a catalog “dean” 
propose to do in retirement? Mr. 
Cunningham answers the question 
without hesitation. “My real 
hobby is writing. I guess I’ve just 
never got over being a copywriter 
and I still get a wallop out of it. 

“I’m going to continue writing— 
of some kind. I just enjoy it. My 
immediate objective is doing some 
consultation work, but I hope I 
can do enough writing of one sort 
or another not to let myself go 
stale.” 

Mr. Cunningham’s chief hobby 
for many years has been fishing— 
fly fishing, surf casting, trolling 
for muskellunge. For years he has 
visited his home state of Wiscon- 
sin in spring and fall for a few 
sessions with the muskies. 

It’s obvious that the only prob- 
lem connected with the forthcom- 
ing trip to Europe is the possibility 
that it may keep him away from 
the muskies this spring. Even in 
retirement, Sears’ mail order ad 
department chief is going to have a 
tight schedule. And it’s a good bet 
that he’ll love it. 


Lauback Heads Ad Promotion 


Bruce Lauback, formerly with 
Broome Distributing Co., Syracuse, 
N. Y., has been appointed adver- 
tising and sales promotion mana- 
ger of the recently opened Akron 
division of Strong, Carlisle & 
Hammond Co., manufacturer of 
steam specialties. 


Deknatel to R. T. O'Connell 


J. A. Deknatel & Son, Queens 
Village, L. I. surgical supplies 
and jewelry manufacturer, has ap- 
pointed R. T. O’Connell Co., New 
York, to handle its advertising. 
Morey, Humm & Johnstone, New 
York, is the previous agency. 


Nall Named Agency Manager 

Courtland D. Ferguson Inc. has 
appointed Richard B. Nall mana- 
ger of the Richmond, Va., of- 
fice. Mr. Nall has been advertis- 
ing agent for a number of clients 
in the Richmond area for the past 
four years. 


Ditto Promotes Frank Gregor 

Frank Gregor Jr., advertising 
manager, has been promoted to 
the newly created position of di- 
rector of sales promotion. 


Madden Joins ‘Parade’ 

Roger Madden, formerly with 
Scolaro, Meeker & Scott, news- 
paper representative, has joined 
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“ Atlantic Time, Duty Study Cuts Sales Calls 


the Chicago sales staff of Parade. 


by 50%, Increases Number of Accounts 15% 


PHILADELPHIA, Feb. 13—Atlantic 
Refining Co. reduced the number 
of its salesmen by 38%, reduced 
the number of sales calls by 50% 
and increased the number of new 


accounts secured by 15%, as a re-| 


sult of a “time and duty study” 
conducted by the company, ac- 
cording to Noble Hall, manager of 
sales research. 

Speaking at a luncheon meeting 
of the American Marketing Assn. 
last week, Mr. Hall said that the 


|results had been achieved in a 


relatively small test area, but that 
techniques are rapidly being ap- 
plied to other marketing areas. 
Other results of the study, 
which employed field checks of 
individual salesmen, indicated that 
selling with samples resulted in 
a sales effectiveness of 34%. Sell- 
ing with reason but without aids 
was 28% 
illustrations 


tiveness but, when 


/salesmen spent 25% 


effective. Selling with | 
| printed matter showed 14% effec- | 


were coupled with real reasons 
for buying, the effectiveness was 
more than 35%. The effectiveness 


!of selling without reasons or aids 


was only 11%. 


se Mr. Hall compared results of the 
study of Atlantic salesmen with 
data on drug salesmen, as taken 
from a study of wholesale drug 


salesmen made for the National | 
Wholesale Druggists Assn. by Dr. | 


James H. Davis. The drug sales- 
men spent 33% of their time on 
direct selling effort while Atlantic 
on direct 
sales. The greatest difference was 
related sales activities where the 
figures were 9% for drug salesmen 
and 26% for the Atlantic men. 
Percentages for non-direct selling 
talk, travel time and meals were 
the same for both groups. 

The average call time of the city 


the same. 

On calls, 
spent 50.7%. 
talk for drug salesmen was 10%, 
as against 10.9% for Atlantic per- 
sonnel. 


the drug salesmen 
Non-direct selling of advertising and publicity for 


61 


Warner Ad Manager Moves 
Mort Blumenstock, v.p. in charge 
Warner Bros. Pictures, will move 


his headquarters from New York 
|to the company’s studios in Bur- 


In breaking down the average bank, Cal., to enable him to con- 


day of a dealer salesman, the sig- 
nificant fact was that he spent 
only 29% of his time on direct 
selling effort. Travel between 
calls often took 20% of his time. 
Some individual salesmen spent 
as much as 35% of their time in 
traveling. 

Consequently, the company 
helped cut travel time in half by 
careful scheduling and planning 
and, often, by eliminating some 
small accounts or reducing the 
number of calls on small accounts. 


Agency Expands Offices 


Degner & Associates, Los An- 
| geles agency, has opened new of- 
| fices in its own building at 2925 
|W. Eighth St. Agency officials 


| Say the expansion is made neces- 


centrate on early promotion of in- 
dividual films. The advertising and 
publicity office in New York will 
continue to function under his di- 
rection. 

| 

|Grinnel! Appoints Wesley 

| Grinnell Lithographing Co., 
Babylon, N. J., has appointed The 
Wesley Associates, New York, to 
handle advertising and promotion 
for its greeting card and cosmetics 
division and its subsidiary, Jane 
Art Studios Inc. Dowd, Redfield 
& Johnstone, New York, formerly 
serviced the account. 


Garrick Joins Factor-Breyer 
Robert M. Garrick, formerly ad- 
vertising manager of the Los An- 
geles Farmers Market, has been 
|appointed publicity director of 


drug salesmen and the call time of | sary by new accounts which bring | Factor-Breyer, Los Angeles agen- 


city Atlantic salesmen were about 


' the total to 29. 


l cy. 


in charge of television, 
effective 


immediately. 


the appointment of 


Eugene S. Thomas 


as Vice President 


The George P. Hollingbery Company 


takes pleasure in announcing 


Representing... 


WGN-TV? Chicago, Illinois 
WHAM-TV, Rochester, N. Y. 
WHIO-TV, Dayton, Ohio 


WWJ-TV, Detroit, Michigan 


———e Offices: Chicago « New York « Los Angeles « San Francisco « Atlanta——— 
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- Information for Advertisers 


Rates 
lines (maximum—two) 30 letters and 


THE ADVERTISING MARKET PLACE 
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90¢ per line, minimum charge $3.60. Cash with order. Figure all cap 


spaces per line; upper & lower case 40 


Per line. Add two lines for box number. Deadline Wednesday noon 12 days 


No. 4258. How to Plan Sales to 
lowa Farmers This Year 
Iowa farmers will build 3,047 


new homes, 17,000 garages, and re- 
mode! more than 21,000 bathrooms 
this year. They are also going to 
buy 10,000 oil burners, 16,000 flush 
toilets, and 22,000 electric motors 

These and scores of other pro- 
jected marketing facts are pre- 


sented in “1952 Buying Intentions 
of Farm Families in Iowa,” of- 


tered by Wallaces’ Farmer & Iowa 
Homestead 


No. 4259. Detroit Market Analyzed. 

“Facts About the Detroit Food 
and Household Market,” pointing 
to the over-$4,000 median income 
in Detroit, and the coverage of the 
paper, is a new brochure offered 
by the Detroit News. It covers food 
buying, housing’ characteristics, 
income groups, and circulation and 


| 


cation. State totals make for a 
quick understanding of the pic- 
ture. 


No. 4265. How National Is National 
Distribution? 
Scripps-Howard Newspapers has 
made its fifth annual grocery sur- 
vey in 13 markets from New York 


to San Francisco, and presents the | 


results in a book, “Grocery Product 
Distribution.” The 269 brands 
found in all of the 13 markets 
represent only 3% of the total of 
9,781 brands found on all the 
shelves. The study also reveals a 
wide spread between the degrees 
of distribution which many na- 
tional brands have attained. 


No. 4266. Guide to Metal Display 
and Merchandising Fixtures. 
The Reflector-Hardware Corp. 

offers a new 80-page “Visual Mer- 


linage figures. Special maps show | Chandising Presentation,” illus- 
the impact of the publication’s| trating a wide variety of metal 
circulation around the chain stores.| display and merchandising fix- 


No. 4260. Breakdown 
Circulation 


“Time, Cireulation” is a new 
booklet offered by Time, giving 
detailed analysis of the publica- 
tion’s coverage by counties and 


« cities in the U. S. Master figures 


for states and standard metropoli- 
tan areas present a quick picture. 


4263. Nation's Business Cir- 
culation Analyzed. 

“Mass Coverage of Business 
Management” is a new book pre- 
sented by Nation's Business setting 
forth state, county, city, and town 
circulation figures for the publi- 


No. 


200 E. Illinois St., Chicago 11, Il. 


—please print or type) 


| 


Please send me the following (insert number of each item wanted 


tures, plus suggestions and layouts 


of Time’s designed to afford maximum dis- 


play space in minimum floor area. 


No. 4272. Editorial Structure of a 

Medical Paper. 

In “A Report to Its Advertisers” 
Modern Medicine presents a de- 
tailed, behind-the-scenes picture 
of the way in which editorial ma- 
terial is selected, screened, and 
produced for the medical field— 
going through the hands of the 
editorial staff, the editorial con- 
sultants, and the editorial board. A 
total of 72 experts is engaged in 
evaluating material for accuracy, 
authenticity, and breadth of inter- 
est. 


Note: Inquiries for the items listed above will not be serviced beyond March 31. 


~j USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
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| 
| 
Preceding publication date. Display classified takes card rate of $12.00 per 
| 


column inch. Regular card discounts, 


size and frequency, apply on display. 
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FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 
HELP WANTED 
Opportunity in Texas for senior AE, under 
40, who has 5 years or more small agency 
experience, preferably a man who can 
also qualify as administrative assistant 
Must be strong copy man, know all me- 
dia, have record that will stand close scru- 
tiny, and gets along well with people 
Right man will have chance to become 
part owner after he proves himself in 
25 year old financially strong agency with 
challenging national accounts. President, 
Evans & Associates, 9th Floor Dan Wag- 

goner Bidg., Fort Worth, Texas 
EDITOR—For technical manuals and 
booklets. Mechanical aptitude helpful 
| Growing firm that offers quick promotion 
SHAY AGENCY 
| 30 W. Washington - Chicago 2, Ill. 
SPACE SALESMAN 
living in Metropolitan New York area, by 
well established trade publication with 
largest advertising volume in its field 
Excellent opportunity for aggressive, per- 
sonable young man. Send details includ- 
ing age; experience, if any; educational 
background; to Box 4301, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Ha 7-2063 Chicago 
| SALESMAN—ADVERTISING ART 
Young, top quality studio has beautiful 
niche for that rarity amongst men - a 
| salesman with a genuine following. If 
| your circumstances hold you down at} 
present, answer this confidential ad. | 
Box 4302, ADVERTISING AGE, 
| 200 E. Illinois St., Chicago 11, Ill 
POSITIONS—FOR MEN AND WOMEN 
IN ADVERTISING AND PUBLISHING 
MYRTLE L. BARNARD 
176 W. Adams St., Ce 6-3178 - Chicago 


MISCELLANEOUS 


POSITIONS WANTED 
TV-RADIO CHIEF. COPY. PRODUCTION. 
This specialist in advertising has a l-o-n-g 
string of solid successes in building shows, 
creating commercials; radio, film-TV, 
live-TV. Likes tough problems; gets quick 
solutions. Cuts Costs. Buys wisely. In- 
creases profits. Stimulates staff, but keeps 
them friendly. Respects research. Agency 
only. No packagers. No stations. Now with 
4A agency, veteran, 36, married, mobile 
Asking price, $15,000. Less in California 

Box 4304, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
FAR-WESTERN location with agency or 
company advertising-promotion depart- 
ment wanted. Presently copy chief han- 
dling planning, layout. Eight years news- 


paper, direct mail, magazine, radio, Re- 
tail-trade-dealer campaigns. Married; 30. 
Resume on request 

Box 4305, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 

ART DIRECTOR 

Assistant to Art Director in 4A agency 
for past 6 years. Experienced in aill 


phases of progressive art dept. procedures, 
Creative, distinctive layouts. ..copy slant 

campaign ideas... Desire AD position 
with growing concern. Family man, 34 
years old. Excellent references. 

Will relocate 
Box 4306, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


eoooe ee 


| COPY DEPARTMENT 
| IN A JAM? 
| Top agency copywriter now free- 
lai.cin, , can give quick, competent 
| help. Wide experience includes foods, 
| appliances . . . many etcs. Fill in 
coupon below and writer will phone 
| Box 58, Advertising Age. 500 E 
| Illinois St., Chicago 11, Tl 
| 
| 
I 


Name 
Agency .. 


Telephone 


7 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
4 


o 


WANTED: 
TOP COSMETIC A.E. 


Well known Chicago advertising agency 
has real opportunity for account exec- 
utive with top flight drug and cosmetic 
experience. He does not necessarily 
have to be creative, but he must be 
fully competent to direct the advertis- 
ing, merchandisi and admi ation 
of a cosmetic product. This account 
will take his full time. In replying, 
give details regarding experience, age, 
record of employment and salary de- 
sired. All replies will be held in strict- 
est confidence. Our organization knows 
about this ad. Box 65, Advertising 
Age, 200 E. lilinois St., Chicago 11, ll. 


YOUNG CAPABLE PROMOTION MAN 
With 12 years background in advertising, 
sales, and planning national medical and 
industrial exhibits, would like to locate in 
New York - New England area. 
Experience in responsible position in- 
cludes advertising production, laison with 
top agency and dramatic trade show pre- 
sentations—Excellent references. Avail- 
able March 1, 1952. 
Box 4307, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
SPACE SALES -5 YRS. EXPER. 
Bus. paper contacts Chicago and Midwest. 
Hard worker, U. grad, 33, for trade mag. 
Box 4273, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


Advertising Agency contact wanted where 

liberal credit is available for use by 25 

year old, successful mail order firm | 
Box 4303, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
LARGE CERAMIC DESK ASH TRAYS 
| any color, with your initials in gold. Sent} 
postpaid $1.00. These trays suitable for} 
premiums, gifts to customers, employees 
etc. Absecon China Decorators - 233 New 
| Jersey Ave., Absecon, New Jersey 
I'LL WRITE AN AD FOR 7 te tel 
| 
| 


Just to prove what I can do. You be the 


Judge. Fast, “same day” Adwriting by 
Air Mail. Hurry, this offer can't last for- 
ever. (No phone calls please.) Ralph 


Nathan. 814-44th Ave., San Francisco, 21 


COPY MAN UP A TREE 
Frankly, he'd hate to leave his present 
fine agency position, but he knows it’s 
not “the” creative opportunity he seeks 
In 10th year agency work, all media 
Varied accounts, many big names. Plans 
as ably as he writes, knows production 
Excellent client relationships. Family mang, 
early 30's. Chicago agency only. Can you 
pay $9000? He's worth it! 

Box 4308, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
SPACE SALESMAN. Aggressive for new 
business. College graduate. Known in 
Chicago area 

Box 4295, 

200 E 


ADVERTISING 
Illinois St., Chicago 11, 


AGE 
Il 


REPRESENTATIVE WANTED 
PUBLISHERS’ REP WANTED 
Excellent opportunity for publishers’ rep 
resentative covering Southeast with lead- 
ing sporting goods trade journal Sales- 
| man must have good knowledge of fish- 
ing, hunting and athletic goods equipment. | 
| Send photograph and give full particulars 
| of background and present activities in 
first letter 

| Box 4299, ADVERTISING AGE, 

| 200 E. Illinois St., Chicago 11, Ill 


DRI srccvstinnnmnensssosinsnsesinnnecinde TITLE 
GED IRE .ncccercsccsnnesssss00se00s 

DI ccesitsentenssstrsniennecensesoninicninssien 

SOU By BD cccrsenennnepsscescesecccenosores STATE 


MAXWELL 


SERVICE| 


 & fart of your 


SALES DEPARTMENT | 


WHATCHA GOT? 
Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 


oughly—AND GET RESULTS! | 


| ONE OF OUR TOP EXECUTIVES 
1S AVAILABLE 


| Changes in our long-range pians cause 
us to seek a new opportunity for one of 
our executive staff members in keeping 
| with his unusual background, experience 
and abilities. A former editor, agency ac- 
count executive and advertising manager 
he now heads up our biggest sales opera- 
tion. All-around advertising, sales and 
promotional man _ with fine executive- 
creative record. Strong on ideas, plan- 
ning, research, follow-through. Direct- 
mail award winner. If you're a publisher, 
agency or advertiser whose organization 
would be strengthened by the addition 
of this high-caliber man, write for details 
to: Box 63, Advertising Age. 200 E. Illinois 
St.. Chicago 11, Ill 


4 | 


Pate 


La GUTOOOR ADVERTISING 


ALL AROUND ABILITY 
Agency & Company background 
Experienced in industrial cop)» 
planning, production, plus. Age: 31 
ried, two children. Want spot with pro- 
gressive W. Coast firm as Ad Mer. or Agy 
Adm. Asst. San Francisco Bay area pref 
Box 4309, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il 


Creative 
media, 
Mar- 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


WANTED: MORE ROOM TO CLIMB 


Consider these facts: 


_ Married, 
civic work. 
If your organization is wide awake, friend- 
ly and offers future, I want to hear from 
you. Need $8-10,000 and room to climb x 


one child, veteran, active in 


Bo 
57, Advertising Age, 200 E. Illi 
Chicago 11, Ill ov 


WANT TO STRENGTHEN 
YOUR ORGANIZATION? 


Capable, aggressive man now holding 
key con spi off 24 
years all-round 
motion, mercha x 

maior consumer dust elds. 
Knows media, including TV, and how 
to do successful marketing job. Back- 
ground includes agency pertnership 
ad managerships, i 
bilities. Now in forties. 
Married. Will relocate. 
Start 


Ch 


3 


WE WANT TO BUY 
A TRADE OR INDUSTRIAL MAGAZINE 


We are successful publishers of two trade 
magazines fe want one more. Makes no 
difference if it’s a money maker now or 
whether it has sworn circulation, CCA or 
ABC or whether it is published in East, 
West, North or South—it must have a good 
potential. Please write Box 56, Advertising 


Age, 200 E. Illinois St., Chicago 11, Il 


GOING AFTER THE BUILDING MARKET? 
Here's experience to help you get it. Now advertising manager of one of build- 
ing industry's best-known products. 16 years in materials field. Wide friendship 
among editors, media ad staffs, architects, builders, dealers. Steady: 3 jobs in 


20 years. Creative and practical. Plenty of budget 


and personnel handling. Clear 


thinker, good speaker, wears well. Experience adds up to your right man for 
public relations director. Grade A wife. Salary $12,500-$14,500. 


Box 60, Advertising Age, 200 E 


Illinois St., Chicago 11, Il. 


ACCOUNT EXECUTIVE... 


who wants to live better, who likes copy 
and ideas along with his prospecting, and 


|} who wants some spectacular case histories 
PROPER REPRESENTATION fF 
CAN MAKE ‘ 

THE 


to back up his selling efforts. What you 
want is more money. What we want is 
performance. Here in a midwestern in- 
dustrial and commercial center in a sound 


}and solid young agency, the two go hand 


in hand 

Your letter and summary will be held 
in strictest confidence and answered im- 
mediately. Box 59, ADVERTISING AGE, 
200 E. Illinois Street, Chicago 11, Illinois 


* 


| Uda... 
MAXWELL 


HiGH SPOT 
DISPLAY 


The RC. Maxwell C7. 


= 


Adantic City NA 


EXCELLENT 
OPPORTUNITY 


. . awaits you in strong, Midwest, 
4-A agency if you combine good 
agricultural background with tal- 
ent (perhaps not yet fully tapped) 
for originating and administering 


creative farm advertising. Write 


in detail in confidence to: Box 55, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Ill. 


WANTED 


We are interested in selling the 
advertising space of another 
Trade magazine. Commission 
basis only. Publication must 
have a standing in its field that 
will demand that solicitation be 
made for substantial space on 
schedules. We profit only on the 
volume of business the territory 
produces. Midwestern Territory. 


Box 64, Advertising Age, 
200 E. Illinois St., Chicago 11, Il. 
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TELEVISION PITCH—Chatting in Los Angeles about potential: 


of tel 


advertising medium are (I. to r.) Larry Nolte, advertising manager, canned milk di- 
vision, Carnation Co.; Nelson Carter, v.p. of Foote, Cone & Belding, and Edward 
Madden, NBC v.p. in charge of sales. Mr. Madden flew from New York for a 


luncheon presentation on the network's “Ralph Edwards TV Show,’ 


ond the morning 


news show, “Today,” to Southern California advertisers and agencies. 


Packard Abandons Network Television 
In Favor of Spot TV Program Purchases 


Detroit, Feb. 
Motor Car. Co. has found that it 
is cheaper to put a television show 
on film and buy TV time on a spot 
basis from individual] stations than 
to sponsor a network video show. 

After months of serious consid- 
eration, discussion and compari- 
son of costs, Packard has pur- 
chased a new film series, “Re- 
bound,” on 19 TV stations. 

The “Rebound” series, a group 
of 26 half-hour dramas with sur- 
prise endings, are produced by 
Bing Crosby Enterprises and were 
purchased by Packard through 
United Televison Programs, sales 
organization for the Crosby com- 
pany and other video film pro- 
ducers. Cost of the programs, 
which were bought with the spe- 
cific intention of telecasting them 
on a spot basis, is estimated at 
more than $500,000. 


® Although many advertisers have 
encountered serious difficulty in 
clearing time for network TV 
shows (e.g., Armour & Co. dropped 
the evening Garroway show be- 
cause it couldn't line up enough 
stations to make it worth while), 
Packard is believed to be the first 
national advertiser to decide 
against network television and in 
favor of spot TV programming for 
a long-term, expensive video 
show. 

The purchase has important im- 
plications for advertisers and the 
networks themselves. First, Pack- 
ard found that it could purchase 
an impressive show, put it on 
film and achieve greater flexibil- 
ity in programming. Second, Hugh 
Hitchcock, Packard’s advertising 
and public relations director, says 
that Packard discovered “the ser- 
ies could be shown somewhat 


cheaper on film than by using 


networks.” 

Gerald King, president of United 
Television Programs, told AA that 
he is convinced other advertisers 
soon will follow. Packard’s lead. 
He implied that a number of na- 
tional advertisers are seriously 
considering similar action. 

Aside from lower cost and great- 
er flexibility, Packard is most 


WRITER WANTED 

BY ADVERTISING AGENCY 
Good opportunity for sound creative 
copy writer who knows food store 
merchandising and can write in 
grocer’s and druggist’s language. Ac- 
tual experience behind counter or 
selling to trade helpful. Please out- 
line experience and qualifications for 
this position with nationally recog- 
nized Chicago agency. Box 61, Ad- 
vertising Age, 200 E. Illinois St., 
Chicago 11, Il. 


13—Packard,;pleased by the fact that its spot 


purchases have enabled it to clear | 
key time slots in almost every TV 
market, including  single-station 
cities. 

For example, the show will be 
aired at 8 p.m. Fridays in Chicago; 
at 7:30 p.m. Fridays in Minneap- 
olis; at 9 p.m. Tuesdays in Fort} 
Worth; and at 10 p.m. Mondays in 
Kansas City. 


@ Mr. Hitchcock said that the com- 
pany also feels that the filmed 
series and spot purchases permit 
closer cooperation between the 
sponsor and the station. 

“The filmed series,” he declared, 


“permits better spotting of the 
market and gives the station 
greater flexibility. By being on 


film there are no cable costs and, 
at the same time, a better mer- 
chandising job is accomplished.” 

In 18 of the 19 cities where the 
series will be aired, dealers al- 
ready have been given a preview 
of the “Rebound” series, Mr. 
Hitchcock told AA, and have re- 
ceived the programs enthusiasti- 
cally. Dealer acceptance is par- 
ticularly important, since the ser- 
ies is being financed on a coop- 
erative basis. 


@ The programs will be shown in 
Boston, Chicago, Cincinnati, Indi- 
anapolis, Columbus, Houston, Fort 
Worth, Dallas, Detroit, Cleveland, 
Kansas City, Los Angeles, Minne- 
apolis, New York, Philadetphia, 
San Francisco, Washington, Balti- 
more and Seattle. 

Stations affiliated with all of 
the networks will be used, al- 
though all stations owned and op- 
erated by American Broadcast- 
ing Co. will carry the series. 

Crosby Enterprises also has pro- 
duced the commercials which will 
be used on the series, and these 
will be specially tailored to local 
markets. For example, while clos- 
ed sedans are being featured dur- 
ing the winter season in eastern 
and midwestern cities, southern 
California viewers will see new 
Packard convertibles—with the 
tops down driven by models wear- 
ing summer apparel. 


@ The commercials, Mr. Hitch- 
cock said, will be “straight, hard- 
selling commercials with no tricks 
or gimmicks.” Each program will 
employ two commercials, one for 
new cars and the other for used 
autos. 

At the present time, plans call 
for running the show for 17 weeks 
and then taking hiatus of several 
weeks before continuing with the 
remaining nine programs. Tenta- 
| tive plans also have been made for 
a continuation of the series beyond 
the initial 26 shows, but no con- 
tracts have been signed as yet. 
| Maxon Inc. is the Packard 
' agency. 


Jones Named Sales Director 
Richard M. Jones, formerly sales 


Dinsmore Appoints Spinning 


Dinsmore Instrument Co., Flint, | 


63 


Greater Weeklies to Mihic 
Greater Weeklies Associates, 


manager of Avon Sole Co., Avon, | Mich., has appointed Rolfe C. Spin-| New York, has appointed H. L 


Mass., has been appointed director! ning Inc., Detroit, to direct adver- 
of sales promotion and develop-| tising for its compass accounts. 


ment for American Biltrite Rub- 


Mihic & Co., New York, to direct 
its advertising and public relations 


ber Co., Chelsea, Mass. He will) 
handle all advertising. | 


Handler Joins Paul-Taylor 

Leif Handler, formerly art di- 
rector of Sylvester Hvid Adver- 
tising, Copenhagen, Denmark, has 
been appointed art director for 
Paul-Taylor-Phelan, Toronto 
agency. 


Keith to Geilich Leather 


Sumner Keith, formerly with 
Barbour Welting Co., Brockton, 
Mass., has been appointed sales 
promotion manager of Geilich 
Leather Co., Taunton, Mass., tan- 
ner of leather for men’s and wom- 
en’s dress shoes. 


Miner Names Carpenter V. P. 

Andrew D. Carpenter, account 
executive, has been elected v.p. of 
Dan B. Miner Co., Los Angeles 
agency. He joined the agency in 
1947 as production manager. 


we do a mighty fine 
job of rapid and 
effective distri 

of radio releases 
and news mats..... 


DERUS ASSOCIATES 
14 WEST LAKE ST CHICAGO 1, IL 


COMMUNITY RELATIONS: 
THE DISTAFF SIDE 


Industry must make friends within the family circle. Radio helps! 


When a company makes friends of employees, 
suppliers, union leaders, and local government 
ofhcials, it makes an effective start at good com 
munity relations. 

But only a start! 

It’s vital to make friends with families. Wives, 
especially. Mothers. Fathers. Sisters. Brothers. 


Children. 


It’s vital, for example, that the families of 
a company’s employees understand its aims, 
policies, problems. 


And the way to reach the most families at the 
lowest cost.. in community relations as in sales 
relations.. is via radio. Radio is the longest- 
reaching of local media. The most flexible. And 
it has the largest audience —with more than 


90 percent of homes radio-equipped, in almost 
any given community. 


In the Boston, Springfield, Philadelphia, Pitts 
burgh, Fort Wayne and Portland (Ore. 
Westinghouse stations offer 32 years’ experience 
in helping industry make friends with its neigh 
bors. Their skill and facilities are at the call of 
industrial management, advertising agencies and 
public relations counselors. 


areas, 


WESTINGHOUSE RADIO STATIONS Inc 
WBZ - WBZA - KYW + KDKA + WOWO - KEX - WBZ-TY 
National Representatives, Free & Peters, except 


for WBZ-TV; for WBZ-TV, NBC Spot Sales 


oe ituneicg mes gee: oe eee = 0) Sain? .. | ee tai > : =r nl in By ee 
Yo eee, iy Om ie iia Bai 3 ; ) é ce * . a. alee 
oe : . a 
peers ; ae 
= eae 
af Advertising Age, February 18, 1952 . = pees 
ce 4 oh 
d vs Soa 
3 ee . ” x ee 
— j m a > ’ - J ‘ ES Ls Te Rie ° 
, 5 “ : ; Po ‘ P BET 
4 j Pel wy ecg 
: en. — wid 
; _ iy ' #4 + ; “= a = ie 
: a ¥ : Se 4 bae i See 
4 4 aX i: Re 3 is ~~ Sst 
- i. — ee oe ee ee Ra 
r F x rt a = %, ee = ~ 4 ° ° : a 
| =) Se ‘ iL) 4. ‘hag 
; ae Bai" ae : F — ‘ A 5 
4 bie ; * en sh fi " : 
: ‘ Le é an wes 
# he <> Si . i, fia’ 
. ».. aa ye 2 es =~- ey 
: a ' oe \ s ee ~~ oe 
A ee Vi Px * Ass ase 
Es: [levision os on /m Llo (oi Y we 
es Brae, 4 
| ee : ; & 
=e id .\ au ‘ ey > 
PC : oa 
 —e——__$________—__#__ Cn. lL Press Proofs of 
¢ — $$$ ¢ ‘ . age 
RA f 2 
F 5 J eek ae 
it a a ee oo 
; Lae ee ee Se ee En Ee 
Be i 
: => “ie 
ye eed 
ie = . » aan 
Ie - . " ‘ y > ws § te 
Es, x Me os a aa. 4 Py ee levies” 
ee ager hea ie) a el 2 ieee ease on 
oe a: Jee ee a Bes Berges aes 
3 i ae "aan Be We, ee 
Me ; ee a: > -* es os ses. 
v Pe ea ies “a ~ be ; a care Lee, 8 K 
ae a ga ; 4 — OE oe  Beeahy 
; j eae ee 1 ; ; — jot SURE Sai sre Weft 
: ee - : ec oa > r z cpa ee 
k ee oS > 2 ; Bet ; 7 a 3 
: es ae ge: aa f ts : ‘ a . oe 
: Serta, <2 « Ret, a ate» Za i MA S| -  ——_—i matte 
: a ee ee ; om a : = eye \ at 
ee 7 — =. Bias : mene —  - ie 
rae f one epee ae . ae amitadcdsdcaiichttacs., adee aie iis Al ae 
ie te am. | sft hes aes 
: } 7 : . ae Be ef 
ce H > LS : ie . oes 
a 4 ae ae 
7x ! 5 eit Roce ck: ary. “, vs f oor ‘ bt 
i capes ‘as \ . [a oe 
; Pre ane: “ied © : : ‘ a ae (ia 4 = wa: 
a i. oe P ‘ : 3 RE eS iia 1a 
” a . . 7, ys a a. 
: f Se) ees a . : Bie a mae 
» ae is Fay 7 a are Be 5. A Me . i TP ee en a 
tee eae eee pet : f - hy y ee a 8 ave 
ib pi meee Ys - oe ets, 5 " Be 
= Hale. 2 oe bs ie oe i 2 Pe pee 7 iia (i ats 
A oa es pore Be a . ae oo cia = ey A 7 Beg: SFI haa 
‘) re a ay Teer a a ee? o : : + = nae : tie / 5 ‘ J 
=f ee gai tue ea i : ree - : : Sf 4 a eS 
ete | en. a pep a : ay an 
e Bai ae - dene Foe a. ee eee a a ak a see a, oe ae aa 
A; ee Ra ane a : renee aes ea ta Brice: 
“al » ce ie ae : Bs --% 7, ‘E See whe ee L eR 
a ae i bate a ee td & £ ees. ae 
By oe as Oe eck ik 7 aah ad | ie. ee. 7 ee See re Pe, 
-* a. ee a 7 2 : ; — Ne aay. me & 
= ae a e ee ae 4 , Sap a + § 2 i \ aig ts a H ae 
ae s . ik vy 5 
‘ j a ~_ a 
Fe eens, 
‘ / a 
i | ee 
3 i AOR 
: ee 
es } 3 ; 
: | c 
; recy 
; | eee 
oe aie 
) ’ fi ” 
|i : 
4 | | » ; 
; | pet, 
4 | ve 
i i us 
c EE ee rags ay 
* ‘a 
} < ey 
| ate 
: 
ee 
5 | ap an 
| aes 
: | @ Sart 
a ' f 
ie apes 
PO os 
| es 
| Z 5 ' 
: eS 
5 j . oe 
Fe ‘e Fe 
: < , " .% oc 
is We eh foo od 
>, ee. . ; { wnt gy a OO ae 
i as eae eee ‘ ' : a as eee are ~ : : res fe! Ws es SS eates Py Sic on: 
ir ae | : Sie os) a gee. et ee: RS Laie = yo SS Se an ae ee 


ae 


de 


AOR tee 


News Controllers Set Meet 

A national spring conference 
will be held May 18-20 by the In- 
stitute of Newspaper Controllers 
& Finance Officers at the Hotel 
Dennis, Atlantic City, N. J 


how te SELL te thie 


ART MAGAZINE 
Fine artists @ emmercial ortiets © Art directors @ 
Amoteur artists © Printmokers © Art students @ Art 
teachers @ Sculptors @ Croftemen © Architects 
*250,000 ae @ $40,000,000 closs market! 
see AMERICAN ARTIST magazine every month 

*Sereey made by Charles Ramer! 

Research Agency Rochester N.Y 
Paid circuletion new 40,000 copies o month — the lorges! 
cireviation ef any ort magetine! 

for sample copy ond deto:ls 


Chickering 4 


Five Name Netedu Agency 

Netedu Advertising, St. Joseph, 
Mich., has been appointed to direct 
advertising for Penn Controls Inc., 
Goshen, Ind., and Penn Controls 
Ltd., Toronto, manufacturers of 
automatic controls; Lonergan Mfg 
Co., Albion, Mich., manufacturer of 
gas and oil space heaters (previ- 
ously handled by Fred M. Randall 
Co., Detroit); Refrigeration Corp. 
of America, Albion, maker of Fri- 
gid-Freeze ice cream cabinets, and 
Rudy Mfg. Co., Dowagiac, Mich., 
producer of evaporators and con- 
densers. 


Jucksch Appointed S. M. 


William Jucksch has been ap- 
pointed sales manager of F. M 
Rhea Co., Needham Heights, Mass., 
a newly formed company to man- 


|ufacture lollipops to be used by 
| stores to give to children 


| 

| Pack Switches to WNBT 
Richard Pack is resigning as 
program director of WNEW, New 
York, to accept a similar post with 
WNBT, New York, NBC's owned- 
and-operated video station, effec- 
tive March 10. 


MEMPHIS 


RECENT ADDITION OF 83 SQ. 
MILES AND 100,000 PEOPLE 
ENABLES ATLANTA TO NOSE OUT 

MEMPHIS AS LARGEST CITY IN 
VITAL INSIDE U.S.A.-REA, 


We are sorry, Atlanta, that we re- 


ported Memphis as the largest city in the Vital 
Inside U.S.A.-rea (shown below), in our ads last 


month. 


We were, then, you know! But since you moved 
so fast and took all these neighboring folks into 
your corporate city limits, we at Memphis are 
happy to accord you the position due you. 


Memphis is now 
SECOND largest 
city in this area 


of over 31,000,000 


Memphis, which has shown a population of 410,725 
since the 1950 census, is now second to your 428,299. 
We are giving you advance notice, however, At- 


lanta: By May 1, 


1952, estimates for the metro- 


politan area of Memphis indicate a population of 


WAAEG 


MEMPHIS 


NBC — 5000 
WATTS~—790 


National Representatives, The Branhom Company | 


WIM CE 260 KW Simultaneously Duplicating AM Schedule 
WM CT first TV Station in Memphis and the Mid-South 


Owned and Operated by The Commercial Appeal 
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\ Aunt Jemima PANCAKES < 


FOR PANCAKE DAY—This four-color in-store poster is part of the display material 
available to grocers for Pancake Day promotion, which this year has been ex- 
panded to include the entire Lenten selling season. Companies participating in the 
related item event include: Armour & Co.; American Sugar Refining Co.; Alabama- 
Georgia Syrup Co.; Beatrice Foods Co.; Corn Products Refining Co.; General Foods 
Corp.; General Mills; Light Grain & Milling Co.; Oelerich & Berry Co.; Oscar Mayer 
& Co.; Penick & Ford Ltd.; Pet Milk Co.; Mickelberry’s Food Products; Pillsbury Mills; 
Quoker Oats Co.; A. E. Staley Mfg. Co.; United Fruit Co., and Wilson & Co. 


135 Experienced Business Execs 
Enroll for Management Course 


New York, Feb. 12—American 


Management Assn. formally) 
opened its new Management) 
Training Center last week in 


quarters at the Hotel Astor, with a 
registration of 135 executives from 
leadiag industries representing up- 
per levels of management enrolled 
/in the initial course of the man- 
agement training program. 

Lawrence A. Appley, AMA 
president, described the new center 
and curricalum as initiating a new 
approach to management educa- 
tion. 

In addition to Mr. Appley, ex- 
ecutives who will work with the 
first group of registrants in initial 
phases of the course include Keith 
S. McHugh, president, New York 
Telephone Co.; Curtis H. Gager, 
v.p., General Foods Corp.; John 
Hancock, partner, Lehman Bros.; 
A. L. Nickerson, v.p., Socony- 
Vacuum Oil Co.; John D. Gray, 
president, Wallachs Inc., and Wil- 
liam H. Kushnick, who is in charge 
of the training program. 


s The center is intended for ex- 
ecutives who have had fairly sub- 
stantial experience. Course ma- 
terial has been developed in re- 
sponse to demands of major com- 
panies for an extended educational 
program designed to help develop 
executives for the assumption of 
greater responsibility and au- 
thority. 

The course will operate, it was 
pointed out, on the principle that 
there are basic management skills 
and tools which are common to 
sound executive action, regardless 
|of the type of business, kind of 
problem or level of responsibility. 
| AMA believes that the course 
will broaden understanding of the 
tone, tempo and philosophy of 
modern management; that it will 
further identify and explain the 
basic managerial skills and tools, 
| and through study of typical busi- 


ness problems, combined with or- | 


ganized drill and practice, will in- 
crease individual proficiency in the 
|sound application of those skills 
and tools. 


\@ Executives completing the re- 
| quired first unit course this week, 
or during alternate one-week ses- 
sion periods in the spring schedule, 
will be eligible to participate in 
the five other units of the pro- 


gram. These are planning and 
policy making; setting objectives 
and standards; reviewing and ap- 
praising individuals and opera- 
tions; organization building; es- 
tablishing and maintaining con- 
trols, and conducting conferences, 
meetings and executive interviews. 

The schedule has been arranged 
| in units of one week each, with al- 
ternate dates for each unit, so that 
no executive need be away from 
his desk longer than one week at 
any time. The units may be 
taken in immediate succession or 
over a period of time. Discussion 
leaders will be selected by AMA 
from the ranks of top management. 


Spivak, Rountree Sue Don Lee 
For Using ‘Reporters Roundup’ 

Lawrence E. Spivak and Martha 
Rountree, owners of the radio-TV 
program, “Meet the Press,” have 
filed a suit for $500,000 damages 
against the Den Lee Network for 
alleged misappropriation of the 
program by carrying Mutual’s 
“illegal replica” “Reporters 
Roundup.” The suit was brought 
in the California superior court, 
in Los Angeles. 

The producers already have a 
suit for $1,500,000 damages pend- 
ing against Mutual Broadcasting 
System and General Teleradio, 
operator of WOR, New York. Wher: 
this legal action was undertaken 
in August, 1950, the producers 
said: “We cannot stand by while 
a network ruthlessly proceeds to 
appropriate the fruits of our labor 
by canceling a contract that had 
two years to run so that they might 
replace ‘Meet the Press’ with an 
illegal replica.” “Reporters Round- 
up” is sold cooperatively over 
Mutual stations. 


‘Today’ Adds Sponsor 


The Florida Citrus Fruit Com- 
mission, through J. Walter Thomp- 
son Co., New York, has begun 
sponsoring five five-minute seg- 
ments weekly of “Today” (NBC). 
The two-hour early morning tele- 
cast, starring Dave Garroway, now 
has four advertisers. 


Will Joins Morey, Humm 


Ralph E. Will, formerly a copy 
| group supervisor with McCann- 
|Erickson, has joined Morey, 
Humm & Johnstone, New York, 
as copy director. He replaces v.p. 
| Stanley F. Ellsworth, who will de- 
vote more of his time to client con- 
tact. 


| 


AMA Packaging Show in April 

The national packaging exposi- 
tion sponsored by the American 
Management Assn. will be held 
April 1-4 in the Atlantic City 
Auditorium, Atlantic City, N. J. 
under the expositicn management 
of Clapp & Poliak, New York. 


_Sommers Elected V. P. 


} 


Robert H. Sommers has been 
elected v.p. in charge of public 
relations, advertising and business 
extension of the Security Title In- 
surance & Guarantee Co., Los 
Angeles 


Ranko, Schank Merge 


Len A. Ranko Advertising, New 
York designer and art consultant, 
and Schank Advertising, New 
York, have merged under the name 
Ranko-Schank Advertising. Of- 
fices are located at 112 E. 19th St. 


Cook Elected Chairman 

Orval C. Cook of Bartram Paper 
Products Ltd. has been elected 
chairman of the Advertising and 
Sales Bureau of the Vancouver, 
B. C., Board of Trade. Sam G. Ross 
of CKWX is v.p. 


NO PIE 
CHARTS 


WE GIVE YOU 
THE WHOLE PIE! 


. @ powerful advertising medium 


. full cooperation with sales staff 


-@ complete list and breakdown of 
Catholic institutions by states 


. letters of introduction 


. complete and up-to-date mailing list 
of clergy and institutions 


Gytension 


EXTENSION offers advertisers complete 
merchandising cooperation — from use of 
mailing lists to special effort on individual 
institutions to secure further good-will and 
cooperation of the buyer. 


Here's what EXTENSION advertisers soy 
about this TOP merchandising assistance: 


“Your fine cooperation in assisting us in con- 
tacting Catholic institutions has been of great 
help to us and increased our sales tremendously 
in the Catholic Institutional field.’'—Colgote- 
Palmolive-Peet Co. 


“‘We are happy to report that your fine co- 
operation and assistance landed us the $10,000 
fencing job at St. John's Hospital, Springfield, 
Iinois.’'—Cyclone Fence. 


‘Due to your help we have written the entire line 
on the new Providence Hospital, Columbia, South 
Carolina.’'—Insurance Co. of North Americo. 


We have landed both the new American Col- 
lege job in Vatican City and the Holy Nome 
Cathedral job in Chicago, entirely due to your 
help.''—Schulmerich Electronics, Inc. 


Investigate your opportunities NOW 
in this two-fold market: 


1. CONSUMER—546,000 substantial, weil- 
to-do loyal readers. (Average Income $4,600 
—49.9% have all or something to do with 
the purchasing in their business—75% 
own their own home.) 


2. INSTITUTIONS—A 11% Billion Dollar 
Market. 100% coverage of these 30,000 
Catholic institutions. This is in addition to 
the consumer circulation. 


CIRCULATION 576,000 A.B.C. 
H. J. BLAKELEY, Adv. Mngr. 
1305 S. Wabash Ave., Chicago 5, Ill. 
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Advertising Age, February 18, 1952 


Film Changing 
TV Spot Sales 
Situation: Katz 


(Continued from Page 1) 
neous interconnected network re- 
lays,” he told the telecasters. 

“If networks do most of their 
business on film and use option 
time allowed them for the purpose 
of selling live simultaneous hook- 
ups, for this different purpose, for 
the purpose of film placement, 
then you will have grounds for 
renegotiation of network contract 
option clauses or for seeking re- 
definition of the FCC’s network 
regulations, or both. 

“TV station owners will not! 
want the old AM option time pat- 
tern carried over into TV just be- 
cause the FCC has not yet altered) 
a 1944 radio regulation to fit TV.| 
You will not want to be required 
to give network preemption rights 
on nine hours per day for less | 
than a third of your rate to enable} 
them to outsell] the other time you | 
have for sale when that time aaa 
produce twice as much income.” 


s Mr. Katz said that most of one 
person’s time in the company is 
taken up talking to the “many film | 
people [who] come to us every 
week to try to get us to distribute 
their films, to option films to fi- 
nance their film ideas, or to sell 
their films to national accounts.” 

“Bob Salk [television program 
manager] often has a hard time 
convincing them that we don’t 
buy film for our stations, that we 
don’t syndicate or distribute it, 
that our only interest in any film 
is in its utility to us as a device 
with which to get an advertiser | 
to buy time on your stations.” | 

The Katz Agency has prepared 
a film catalog of 50 shows pro- 


cismand UOTE T chasse 


Remington Mentos: |s pesttrvety 


EERIE! 


EERIE EYRIE—This Remington Rand Inc. 
page in the current New Yorker, illus- 
trated by Charles Addams, is the first 
of a special series in that magazine 
which will be illustrated by New Yorker 
cartoonists. Leeford Advertising Agency 
handles the account. Incidentally, the 
creep is emerging from the “advertising 
department” through a trap door orig- 
inally marked “sales department.” 


nine hours daily TV option time 
allowed by the FCC as network 
maximum is exploited by net- 
works as minimum. 

“TV stations are now in a posi- 
tion to resist network pressure and 
to devise an entirely new approach 
to renegotiation of network con- 
tracts in order to secure: (1) modi- 
fications of TV network option 
time clauses to assure advertisers 
more freedom of choice’ ‘2) pro- 
tection of TV stations --aimst net- 
work unilateral - 9 a 


, Gu 


@ Chargi: ¢ ‘nat the e card 
system, on: for local .: retail and 
another for national or general, 


has cost radio millions of dollars} 


. of commercial within the half-hour. By 
charging half of the half-hour rate, com- 
bined commercial time can be limited to 
three minutes for both co-sponsors. 

“Firm minimum length contracts would | 
have to be required from both co-spon- | 
sors jointly so that the station is not| 
left holding the bag in the event of) 
cancelation by one or the other.” 

j | 

KATZ AGENCY PLUMPS 

| SPOT OVER NETWORK 

| New York, Feb. 15—Since 
“there is no such animal as simul- | 
taneous national coverage by net- 
works in television,” advertisers 
should spot film programs, there- 

| by saving money and getting bet- | 
ter time clearance. | 

| This is the big pitch in the sales | 
presentation made here and in| 

Chicago this week by Katz Agen- | 

ley, radio-TV station representa- | 


| 


tive. 

Robert H. Salk, TV program | 
manager for Katz, started his 
sales story by pointing out the 
| networks’ limitations in television: 
| 1. The difficulty of clearing time, 
| with 41 of TV’s 64 markets having 
|only one station. 
| 2. This means a great deal of 
| coverage by kinescope and result- 
lant “poor” picture quality and 

lower ratings. 

| 3. Even when live clearances are 
| available, the difference in time 
| between the East and the West 
| Coast causes many advertisers to 
decide against using the entire 
cable. 


| 
| 
| 
| 
| 
| 
i 


| 
| 
/@ On the other hand, as argu- 


ments favoring national spot, Mr. 
Salk cited: 

1. Free choice of markets with 
no must-buys. NBC’s rate card 
| shows 39 must-buys, CBS 21 and 
|ABC 30. These, of course, are 
|“musts” only if the network can 
clear the time. 

2. “Uniform and pleasing picture 


in lost revenue, Mr. Brett urged | quality” from live local shows, 
the adoption of a single TV rate| With a “loyal” community follow- 
card policy for local and national | ing or high quality film programs. 
spot (as has been done by most 3. “Whole-hearted station co- 


stations). The industry should re-| Peration in clearance and mer- 


sist “temptations to break these 


duced especially for video, with| 
particulars on where they can be | 
shown, where they have shown, | 
price, etc. These details and an| 
audition print can be secured from | 
the representative. If this activity 


ranks with a lower card for local 
than for national” when the freeze 
is lifted and new competition 
comes in, he added. 

“If the time ever should arrive 
when a TV station feels it can no 


grows, it may be necessary to}, sist f , 
supplement the present one-man | ‘OM8er resist pressure for a lower 
| rate for local advertisers, there is 


coh tae. Kate tndlonted. eo |a formula that can minimize the 
“This has been the main direc-| abuses that actually cut your in- 
tion of our film activities to date | Come when seeming to increase it. 
—except for an instructive but| Doubtless you are familiar with 
unsuccessful flyer on Sherlock| the recommendation for newspa- 
Holmes—which I ask you to charge | P€TS and radio produced by their 
up, as we do, to education,” he | trade associations. Here it is in 
said. brief: 
| 
' s “Dispense with the terms ‘local’ 
s (Epitor’s NoTE: This was a rete) and ‘national’ and substitute ‘re- 
erence to the ambitious plans, an-| tail’ and ‘general.’ The ‘retail’ rate 
nounced in mid-1950, by Katz,| card is available only for bona fide | 
Free & Peters and Blair-TV, to ob-| retailers. The ‘general’ rate card | 
tain sales option on film properties | applies to all other advertisers re- 
for advertisers on an exclusive | gardless of location. Even so, to 
basis from film producers. “Sher-| protect yourself against mis-use 
lock Holmes” was one of the few | of the retail rates, the station es- 
programs lined up, but the project | tablishes certain arbitrary prod- 
never got off the ground.) |uct classification exceptions,” Mr. | 
George W. Brett, v.p. and direc-| Brett said. 
tor of sales policy, was among} 
those who called on the telecasters | ynwarranted inhibitions and make 
to lead the industry in assuring) jt easy for more advertisers to| 
advertisers who buy choice night | buy, Scott Donahue Jr., TV sales | 


| 
Television should guard against | 


time on a spot basis that they will | 
be able to hold onto it. } 


manager, told the group. | 
He endorsed co-sponsorship, al- | 


| ternate-week sponsorship, partici- | 


= Suggesting that radio’s practices| pating sponsorship, but not sharéd| ducer of radio and 


should serve as a warning, he as-| 
serted: 

“Radio networks are diminishing 
radio’s spot revenue by sending 
out their shows on tape, encour- 
aging free local cut-ins, selling 
announcements and giving adver-| 
tisers practically carte blanche 
choice of markets. That is really 
spot operation, but the affiliates 
so far have taken it on network 
terms... 

“The networks are endeavoring 
to establish in television a pattern 
of option times and ‘free’ hours 
similar to the precedents to their 
contracts with radio affiliates. The 


announcements. In the case of co-| 
sponsorship, with two advertisers | 
sharing a single 30-minute pro-| 
gram, for example, the total com-| 
bined commercial time for both 
should be limited to the [National 
Assn. of Radio & Television Broad- 
casters] standards of three min- 
utes, he said. 


| last week only one total pages fig- 


ge “As to billing we feel that each co- 
sponsor should be charged his pro-rata 
share of the half-hour rate, rather than 
the quarter hour rate. If he were billed 
at the quarter-hour rate, he would be 
entitled to the full commercial time 
specified in the code for a quarter-hour 
program: two minutes and 30 seconds. 
This would make a total of five minutes 


_Ad Volume by Editions 


chandising” since local telecasters 
make more money from this type 
of business. 

4. It costs less. On the basis of 
the Feb. 1, 1952, rates, a spot buy 
on NBC’s 39 basic stations would 
cost an advertiser 19% less; on 
CBS’ and ABC’s basics, the sav- 
ing would be 20%. 

5. Spot TV can help the adver- 
tiser shape the kind of television 
he wants. If he builds his own 
film show—the trend in TV pro- 
gramming as Katz sees it—he will 
have program control, will own 
the property, which he can re-run 
or re-sell as he sees fit. 

Mr. Salk emphasized the im- 
portance of keeping national spot 
costs sufficiently below network 
to compensate for the network dis- 
count, the lack of cable facilities, 
the cost of prints of the film 
(about $49 each) and handling 
charges. 


Lohmeyer-Adleman Adds 7 


Lohmeyer-Adleman, Philadel- 
phia, has been appointed to direct 
advertising for Robert H. James, 
manufacturer of soft drinks and 
food products; Lasko Metal Pred- 
ucts Inc., manufacturer of elec- 
trical appliances; Silver Magic, 
manufacturer of metal polish; Mal- 
vern Farm Supply; Republic of 
Guatemala Tourist Office, and 
Air Guild of America Corp., pro- 


television 
shows, all of Philadelphia, and} 
Players Enterprises Inc. New 
York. 


‘Magazine of Building’ 


In the Industrial Marketing Jan- 
uary business paper ad volume fig- 
ures carried in ADVERTISING AGE 


ure was shown for Magazine of 
Building. This total for January, 
1952, should have been broken 
down as follows: Magazine of 
Building—House & Home Edition, 
143 pages; Magazine of Building— 
Architectural Forum Edition, 153 
pages. 
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Tighter Fair Trade 
Law Opposed by FTC 


(Continued from Page 1) 
competition and subject to a suit 
for damages or to a state criminal 
penalty, if he fails to observe the 
price regardless of whether or not 
it is arbitrary or extortionate.” 


® Both government agencies took 
the position that fair trade should 
be completely wiped out. Mr. Cas- 
sidy said small retailers can be 
protected more intelligently by 
vigorous enforcement of the Rob- 
inson-Patman Act, which prevents 
manufacturers from giving unrea- 
sonable price and promotional ad- 
vantages to big customers. 

“As a result of widespread price 
discriminations of the ’30s, small 
business, faced with the threat of 
imminent extinction, sought to ob- 
tain protective legislation. This it 
secured in two forms—the resale 
price maintenance laws and laws 
against price discrimination,” Mr. 
Cassidy said. 

“The FTC disapproves of one 
of these two forms of protection, 
resale price maintenance, and ap- 
proves of the other, the Robinson- 
Patman Act. Essentially, it is op- 
posed to the former on two 
grounds: 


s “First, it is a price fixing meas- 
ure, giving manufacturers the right 
to fix the exact level of retail 
prices; and second, it ignores the 
question of efficiency. 

“The commission approves of the 
Robinson-Patman Act on precisely 
the opposite grounds: 

“First, the Robinson-Patman Act 
gives no one the power to fix 
prices, but merely provides that 
they shall be reasonably equal as 
made by a single seller to differ- 
ent buyers; and second, it does not 
ignore the question of efficiency, 
but rather, permits discriminations 
based on savings in cost.” 


® Expounding on the idea that the 
Robinson-Patman Act is not a 
price fixing law, he said: “It does 
not give the manufacturer or dis- 
tributor the right to fix the price 
at which goods shall be sold. 
Rather, it places sellers under an 
obligation—the obligation to treat 
all buyers on more or less equal 
terms. 

“Thus resale price maintenance, 
by conferring upon producers a 
right which enables them to secure 
the same objective as would result 
from a horizontal conspiracy, has 
the effect of injuring competition. 
In contrast, the Robinson-Patman 
Act, by putting all buyers on the 
same footing, has the opposite ef- 
fect of promoting competition.” 

Interstate commerce and judici- 
ary committee appeared to be en- 
gaged in a competition to be first 
to report a fair trade recommen- 
dation to the full House. 


® Interstate commerce’s special 
subcommittee, under Rep. Percy 
Priest (D., Tenn.), had completed 
a full week of hearings before 
judiciary committee got under way 
Wednesday. 

As lead-off witness for judiciary 
committee yesterday, Assistant At- 
torney General Morrison charged 
that fair trade laws are a screen 
which enables trade associations 
and retailers to conspire to force 
manufacturers to adopt price fix- 
ing. 
“In the drug industry,” Mr. Mor- 
rison pointed out, “it is customary 
for most, if not all, of the leading 


manufacturers producing a com-| 


modity to sign similar contracts. If 
a manufacturer refuses to go along, 
his product will be put under the 
counter until he sees the wisdom 
of acceding to the demands of the 


| group. 


Assuming that the impetus for 
entering into a resale price main- 
tenance agreement comes from the 
retail level, he said, it would be 
|extremely difficult for a single 
|retailer to persuade a manufac- 
}turer to enter into such a con- 
tract. “If such persuasion is to be 
successful, it must come from a 
group of retailers large enough 
ana strong enough to be able to 
affect the manufacturer's total 
sales within an area. 

“Pertinent in this connection,” 
he explained, ‘is the fact that so- 
called fair trading has been suc- 
cessful in those fields where strong 
trade associations exist. Trade as- 
sociations working with jobbers 
or wholesalers can spread the fair 
trade net over both retailers and 
manufacturers.” 

Mr. Morrison denied that con- 
sumers have any effective means 
of protest. “The average family 
buyer simply finds himself con- 
fronted with high prices, set arti- 
ficially, and in reality with no 
choice whether he will buy or re- 
frain from buying. 


a “The father who needs drugs 
for his sick child cannot go on a 
sit-down strike. It was never the 
American concept to say that 
must simply refrain from buyi 
articles which are price-fixed @t 
a higher price than he can afford 
to pay.” : 

Mr. Morrison warned that “the 
very side of the markup” hij 
created problems for fair traderp. 
As a result of high markups fér 
nationally advertised items, He 
said, chains and big departme 
stores have been able to devel 
private brands out of all prop 
tion to their value. ; 

Wipe out fair trade, he said, ih 
his appearance before the intef 
state commerce committee today, 
and the manufacturers of natio 
ally advertised products will r 
duce their prices and introdu 
new ideas into their products 
order to compete. The priva 
brands will become considerab) 
less important. 


@ He said high markups have a 
tracted food chains, feed stor 
and others to the possibilities o' 
nationally advertised drugs. 
Noting that the number of food 
stores carrying more than 20 drug 
store products increased from ap- 
proximately 25,000 to more than 
100,000 between 1946 and 1950, he 
commented: “The drug associa- 
tions should be opposing fair trade, 
for the good of their own industry.” 
Among the witnesses scheduled 
to appear before the judiciary 
committee next week will be John 
Schwegman, New Orleans super- 
market operator, whose refusal to 
respect fair trade prices resulted 
in last May’s Supreme Court de- 
cision holding that retailers can- 
not be forced to charge the fair 
trade price unless they have spe- 
cifically signed a contract with the 
manufacturer or distributor. 


eit was this decision that 
prompted half a dozen congress- 
men to sponsor bills which force 
|al]l retailers in a state to respect 
the fair trade price of a nationally 
| known product once the manu- 
| facturer or distributor enters into 
a price maintenance contract with 
any one retailer in the state. 


| Jennings Appointed A. M. 

Miss Helen Jennings, with the 
company since 1946 and assistant 
advertising manager for the past 
year, has been appointed advertis- 
ing manager of J. W. Robinson Co., 
Los Angeles department store. The 
post has been vacant for the past 
two years. 
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Ten Coffee Roasters 


Form Soluble Coffee 
Processing Company 


New York, Feb. 13—Because of 
the trend to soluble coffee, three 
New York roasters have joined 
with seven others throughout the 
country to form a new corporation 
to make soluble coffee at a plant 
in Linden, N. J. 

The new company, known as 
Tenco Inc., will process and pack- 
age soluble coffee for the ten par- 
ticipating companies, and will also 
carry on research in soluble coffee, 
Jerome S. Neuman, executive v.p. 


and genera! sales manager of Jo-| 


lithographed 
LETTERHEADS 


BLACK AND WHITE 


IN 


OR COLORS 
PHONE FOR A FREE PORT 
FOLIO OF MODERN DESIGNS 


COLOR WORK 


ADVERTISING LITERATURE 
FOLDERS 
BROADSIDES 


ONE AND TWO COL- 
OR EQUIPMENT. LARGE 
AND SMALL PRESSES 
TO GIVE YOU COM- 
PLETE AND ECONOMI- 
CAL SERVICE ON ALL 
YOUR ADVERTISING 


SPridig 2-7000 


aulding 
PEERLESS LITHOGRAPHING CO, 
4307 W. DIVERSEY 
CHICAGO 39, ILLINOIS 


- i ee Cy) Se 


seph Martinson & Co., who is 
treasurer of Tenco, told AA. 

Tenco, he said, will not buy 
green coffee nor sell soluble cof- 
fee. The participating companies 
will send green coffee to the Lind- 
en plant for processing and pack- 
ing and will continue to sell their 
conventional brands. 

No advertising or sales promo- 
tion is planned by Tenco, Mr. Neu- 
man said, Each individual com- 
pany will handle its own market- 
ing. 

Each of the participating com- 
panies will hold one-tenth of the 
corporate stock of Tenco. The pro- 


| cessing plant is expected to be in 
| full operation by June. 


| 


| 
| 


| Tenco,” 


| Camden, 


| Cain’s Coffee Co., 
j}and Tulsa, 


s Albert Ehlers, head of the com- 
pany bearing his name, said that 
soluble coffee in the New York 
area now claims 12% of the mar- 
ket. “By uniting, each of us in 
he said, “believes we will 
able to compete in 


all be better 
tomorrow’s market. 

Officers of the new corporation 
include: Edward Aborn of Arnold 
Aborn, Linden, president; John H. 
Wilkins Jr. of John H. Wilkins Co., 
Washington, D. C., v.p., and Mr. 
Neuman. 

In addition to the 
named, participating companies 
include: William S. Scull Co., 
N. J.; Donovan Coffee 
Birmingham, Ala.; Fleetwood 
Chattanooga, Tenn.; W. 
& Co., Chicago; 
Oklahoma City 
Okla., and C. W. An- 
Richmond, Va. 


companies 


Co., 
Coffee Co., 
F. McLaughlin 


trim & Sons, 


‘Cue’ Foregoes Cover Ads 
Cue is giving up more than $85,- 
000 in annual front cover adver- 
tising revenue to produce its own 
starting with the Feb. 16 


covers, 
issue. Cue “has reached such a 
degree of quality and maturity 


that, despite the dignity of adver- 
tising copy, we are no longer able 
to reserve front covers for adver- 
tisers,” the publishers said. 


Stanfield Gets Hotel Account 

Harold F. Stanfield Ltd., Mont- 
real, has been appointed to direct 
advertising for the Hotel de La 
Salle, Montreal. 


PROTECTIVE LEAGUE 
Most sales-effective — 
Participating 


Holcomb Cites 
Data on Value 
of Merchandising 


Cuicaco, Feb. 12—“‘Merchan- 
dising is a great force. Properly 
harnessed and channeled, it can 
lift a product that might be dead 
as a dodo into a place in the sun.” 


Charles J. Holcomb, merchan- |} 


dising director of J. Walter 
Thompson Co., Chicago, told this 
to the Newspaper Representatives 
Assn. of Chicago at a luncheon 
meeting here today. 

Citing an example of the part 
the merchandising department 
plays in an agency, he told of a 
test conducted last year for one of 
Thompson’s clients on point of 
sale material with displays. Re- 
sults of the test showed a 25% 
increase in the over-alj sales pic- 
ture with the use of displays; 20% 
where a price card was used on 
the display, and a 29% increase 
where both price card and point 
of sale material were used. 

“These results were then in- 
corporated in a film by our client 
to be shown throughout the coun- 
try to its salesmen,” Mr. Holcomb 
said. 


® Another survey brought out 
these figures on the amount of 
shelf space occupied by various 
competitive items: “In one store 
four items in a commodity group 
occupied 28% of the shelf space 
devoted to the total number of 
items in that commodity group, 
but did less than 5% of the sales 
volume. Three of the items were 
nationally advertised. In another 
store, three nationally advertised 
items had 15% of shelf space and 
did less than 3% of sales.” 

With shelf space at a premium 
today, this information was used 
in many ways by the client and 
the agency, Mr. Holcomb said. 

As another example of the job 
of merchandising in an agency, 
Mr. Holcomb told of the periodic 
checks made among retail groups 
to determine the effect of current 
radio, TV or other advertising. 
“By referring to records or re- 
freshing the memory of a buyer 
or sales manager, we can obtain 
pertinent information from these 
groups. They are able to spot in- 
creased movement quickly be- 
cause they are close to the reac- 
tion of consumer sales which are 
influenced by such advertising.” 


@ Telling the newspaper repre- 
sentatives how their cooperation 
can be of help to an agency, Mr. 
Holcomb said: “Sometimes when 
we request help on an assignment 
from a newspaper we do not re- 
ceive an acknowledgment of our 
request. Actually it may be re- 
ceiving the attention asked for, 
but we are in the dark until we 
actually make a follow-up request. 
| “It is our opinion,” he contin- 
ued, “that there is a tendency to 
discuss too many products being 
advertised when a newspaper mer- 
chandiser makes calls on a re- 
tailer. If two advertising cam- 
| paigns are discussed on one call 
| it would seem sufficient, and pref- 
|erably those only that have some 
tie-in value.” 


Miss Leonardis Promoted 
Marjorie Leonardis, assistant 
|media director of Botsford, Con- 
stantine & Gardner, New York, 
has been appointed traffic mana- 


| ger. She joined the agency in 1948, 

having previously been associated | 
| with the counter-intelligence corps | 
|of the Air Force in a civilian ca- 
| pacity. 


Ex-Lax Buys Radio Show 
Ex-Lax Inc., New York, will 
sponsor a daily serial, “Doctor's 
Wife,” over NBC starting March 3 
| at 5:45 p.m., EST. Warwick & Leg- 
ler is the agency. 


Advertising Age, February 18, 


1952 


A CANDIDATE SPEAKS—Harold E. Siossen (left), Presidential hopeful, and George 
Hooper (right), Bureau of Advertising account executive, join Walter K. Mickelson, 
publisher of the Journal, New Ulm, Minn., in an informal discussion at the North- 


g in Mi lis last week. Mr. Stassen 


west Daily Press Assn.’s 33rd annual 


and Mr. Hooper both spoke at the meeting, and Mr. Mickelson was elected chair- 
man of the board of directors of the association. 


Hooper Outlines 
Promotion Campaign 
at Newspaper Meet 


MINNEAPOLIS, Feb. 13—A na- 
tionwide newspaper promotion 
campaign to offset the loss of ad- 
vertising linage to competitive me- 
dia was presented to the North- 
west Daily Press Assn. at its 33rd 
annual meeting here last week. 

“If you review the trend of na- 
tional advertising expenditures by 
the various media during 1951,” 
George Hooper, account executive 
from the Bureau of Advertising, 
Chicago, said, “you don’t have to 
be a seer or a research expert to 
realize that if this downward trend 
in newspaper advertising is al- 
lowed to continue, the end result 
will be disastrous.” 

Magazines have 
into newspaper advertising by 
stressing their “local impact,” Mr. 
Hooper said. They concentrate a 
small number of merchandising 
men in one specific market getting 
testimonials, etc., about their sales 
success. 


made inroads 


@® The money the local advertiser 
spent with newspapers was largely 
responsible for the success of the 
promotion, he added, but the cred- 
it goes to the magazine. 

Mr. Hooper outlined a campaign 
to promote newspaper advertising 
on two levels: (1) to advertising 
top management, sales managers, 
agency executives, etc., and (2) 
to district and branch managers, 


jobbers, brokers and distributors, 
manufacturers’ and jobbers’ sales- 
men and retailers. 

“We need your help in selling 
group one,” he told the newspaper 
representatives. “Give us evidence 
of tie-in advertising—window dis- 
plays—and success stories of na- 
tional newspaper campaigns in 
your paper, and what really hap- 
pened when these campaigns hit 
your town.” 


@ The burden of reaching group 
two falls on the newspapers, he 
said. “More than ever before, this 
second group has been given great- 
er voice in media selection,” he 
added. 

The association, which repre- 
sents 50 daily newspapers in Min- 
nesota, North and South Dakota, 
northern Iowa and western Wis- 
consin, elected the following of- 
ficers: 

President: 
mick, general manager, 
Record Herald. 

V.P.: William S. Moeller, gen- 
eral manager, Bismarck Tribune. 

Treasurer: A. E. Teachout, na- 
tional advertising manager, La 
Crosse Tribune. 

Chairman of the board of direc- 
tors: Walter K. Mickelson, pub- 
lisher, Journal, New Ulm, Minn. 


William F. McCor- 
Wausau 


Gartinckel Promotes Isherwood 

Julius Garfinckel & Co., Wash- 
ington, has promoted Miss Jean 
Isherwood from assistant adver- 
tising manager to advertising man- 


ager, succeeding Mrs. Lee Walsh, 
who has resigned. 


National Nielsen-Ratings of Top Radio Shows 
Week of Jan. 6-12, 1952 


All tigures copyright 


by A. C. Nielsen Co. 


CURRENT HOMES CURRENT 
RANK PROGRAMS (000) RATING 
Srpans, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,253) (7.6) 
Base Wh RE SI, TD a oe ccceccccasseececes 7,276 17.0 

> Jack Benny (CBS, American Tobacco) .......... 6,934 16.2 

ae Lux Radio Theater (CBS. Lever Bros.) ..... 6,420 15.0 
4 Charlie McCarthy Show (CBS, Coca-Cola) ... 6,292 14.7 

$ Walter Winchell (ABC, Warner-Hudnut) .5.478 12.8 

6 Our Miss Brooks (CBS, Colgate) .... 5,050 118 

7 Mr. and Mrs. North (CBS, Colgate) . 4.922 1L5 

8 Suspense (CBS, Auto-Lite) .......... 4,836 11.3 

9 People Are Funny (CBS, Mars) ....... 4,751 111 
10 ee rrr eee 4,708 11.0 
or. MULTI-WEEKLY (AVERAGE FOR ALL PROSRAME) (2.097) (4.9) 
DS Gi ED ncccavcsceasconcesss 3,595 8.4 

3 Lone Ranger (ABC, General Mills) ........ 3.296 7.7 

3 One Man's Family (NBC, Miles Labs) .... 3,124 7.3 
on aamad ay oy FOR ALL PROGRAMS) (1,969) (4.6) 
rthur Godfrey (CBS, Liggett & Myers) 3,766 8.8 

> ao of Helen Trent (CBS, Whitehall) 3,595 8.4 

3 Our Gal, Sunday (CBS, Whitehall) .... 3.253 7.6 

4 Perry Mason (CBS, P&G) ..... P y 7.2 

5 Arthur Godfrey (CBS, Nabisco) .......... . 7.1 

6 Aunt Jenny (CBS. Lever Bros.) ; 71 

7 Guiding Light (CBS. P&G) . x 7.0 

8 Ma Perkins (CBS, P&G) ‘ A 7.0 

9 Arthur Godfrey (CBS. NR eo cogs cece uaa 2,996 7.0 
10 Pepper Young's Family (NBC, P&G) ...........-.-.-.---- sees 2,996 7.0 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,370) (3.2) 
1 True Detective Mysteries (MBS, Williamson) . 00-38 8.4 

2 The Shadow (MBS, Wildroot) ..........-ee0-- 0060 cence eens 3,253 7.6 

3 Martin Kane, Private Eye (NBC, U. S. Tobacco) va 2,654 6.2 
o~. SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,712) (4.0) 
Grand Central Station (CBS, Toni Co.) ...... .sakeweren see 7.5 

> Theater of Today (CBS, Ce Stile udaed «Sennen aden 2,996 7.0 

3 It Happens Every Day (CBS, Toni Co.) .......--- 2. ee eeeeeees 2,953 69 
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Double Billing in Co-op Ads Stirs 
Panel Session at Missouri Clinic 


(Continued from Page 3) 

One type of cooperative adver- 
tising plan agreed upon by all pub- 
lishers present as the best ap- 
proach to eliminating double bill- 
ing was discussed at length. The 
plan calls for the publisher to bill 
the dealer for 50% 
used at the dealer's local contract 
rate and billing the agency for 
50% of the linage at the national 
rate. 

Mr. Gibbons agreed that on this 
basis, though the manufacturer 


would be paying for his share of | 


the advertising at the national rate, 
he would probably save money 
because of the likely elimination 


of double billing—which takes un- | 
known thousands of extra dollars | 


out of manufacturers’ co-op funds 
each year. 

He pointed out, however, that 
such a billing arrangement would 
work only when the agency was 
able to schedule the advertising in 
advance, something that is not al- 
ways possible since the retailer’s 
judgment must often be relied on 
to pick the proper running date. 


® Unreasonable demands by agen- 
cies for help in lining up local 
distribution was cited by a number 
of publishers as a major objection 
to their pursuing national adver- 
tising. 

Mr. Connelly countered this by 


of the space) 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
=~. nee. addressing or 
—< job. Quick pick-up an 
livery, fast and accurate work, plenty 
of experienced rsonnel, rges 
always in line. E SHOP. 
ne S. Dearborn St., Chicago 5 
(Now in our 23rd successful year.) 


c 


pointing out he felt the small pub- 
lisher could create much addition- 
al space by doing only a minimum 
of such work. 

“Whenever a _ publisher who 
would like to see our client’s prod- 
uct sold in his market, thus en- 
abling him to get another coopera- 
tive advertising source, writes and 
| tells us we don’t have distribution, | 
| we fire such letters directly to the 

client’s sales department. In most 
instances, we get action and every- 
| body gains,” he said. 


Kidmetics Sets Contest 

Kidmetics division of Associated 
| Brands Inc. is launching a chil- 
dren's contest promotion March 15 
for Kidmetics bubble bath. Con- 
| testants must complete a coloring | 
book containing Kidmetics trade- 
mark characters, which is avail- 
able in the package. Prizes total- 
ing $500 will go to the winners 
as well as to the store from which 
the winning entry was obtained. 
Advertising will be on the WNBC, 
New York, Saturday morning 
“Howdy Doody” show, Mr. Gig- 
gles on WPIX, New York, in Par- 
ents’ Magazine and Puck—-The 
Comic Weekly through July 15.! 
Louis F. Herman, Newark, is the 
agency. 


Lovable Sets Spring Push 


The spring campaign for Lova-| 
ble Brassiere Co., New York, will | 
center around insertions in the 
March 24 and May 19 issues of 
| Life—in all, 14 color ads, half-page 
| or larger. The company has mailed | 
an eight-page promotion piece to 
more than 10,000 buyers and mer- 
chandise managers. Besides Life, 
the media schedule includes) 
Charm, Good Housekeeping, Pho-| 
toplay, Seventeen, Today’s Woman | 
and True Story. Al Paul Lefton | 
Co., New York, is the agency. | 


j 


BIG AD PLANS—Talking over Mido Watch Co. of America’s advertising plans for 


the largest national advertising program 
winding, waterproof watches are, left to 


ever devoted to the promotion of self- 
right: Pierre Poffet, president of Mido; 


Irving Rosenblum, v.p. of Louis Aisenstein & Bros., distributor of the watches; S. 

Stanley Moser, v.p. and treasurer of Aisenstein; Chester Roberts, account executive, 

Alfred J. Silberstein, Bert Goldsmith, Mido’s agency; Bert Goldsmith, agency ex- 
ecutive v.p., and Allen E. Braun, agency research director. 


U.S. Admen Should Help Teach Europeans | 
Not to Hate Americans, Dr. Palyi Reports 


Cuicaco, Feb. 12—Advertising 
men could play an important role 
in improving the present economic 
and psychological depression in 
Europe by use of their skills, Dr. 
Melchior Palyi, economist, told 
listeners at the Chicago Industrial 
Advertisers Assn. meeting last 
night. 

His statement was in reply to 


|}a question asked after he had fin- 


ished reporting on the European 
scene. Dr. Palyi had been com- 


| missioned by the CIAA to make 


the study during a recent 10-week 
tour. 

Dr. Palyi reported that Euro- 
peans bear a personal hatred of 


Americans, distrusting them as an 
excitable, war-seeking people, and 
resent the present pace of rearma- 
ment the U. S. demands of them. 


® At the same time, Europeans are 
apathetic to their own present 
economic crisis, the worst in Eur- 
ope’s history, he said. This is to 
a great extent because they seemed | 
to expect that the Marshall Plan 
or some U. S. aid would bail them 


out of any crisis which may de-|. 


velop. | 

Europe, he added, wants the! 
U. S. to make a deal with Russia, | 
although it realizes such a deal) 
would only postpone a showdown. | 
| 


‘Time’ Will Boost | 
Use of Radio, TV 
for ‘52 Promotion 


PHILADELPHIA, Feb. 12—Time 
plans to use more radio and tele- 
vision promotion in 1952 than ever 


| before, according to Nicholas Sam- 


stag, promotion director of the! 
magazine. 
In a talk before the Philadelphia | 


took a page in Time and invited} 
passers-by to vote for their own) 
candidates. More than 6,000 votes | 
were recorded. | 

In 1952, he said, Time hopes to | 
set up similar promotions in more | 
than 200 major retail outlets 
across the country. Expenses for 
the promotions will be borne by | 
the stores for the most part. 

Time personalities or the mag- | 
azine itself in 1951 participated in| 
39 free radio and television pro- 
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This booming S. C. market has it, 


Public Relations Assn. here last| grams which would have cost the 
week, Mr. Samstag said that the} publication about $490,000 in ac- 
publication plans to put particular | tual time costs, Mr. Samstag noted. 
emphasis on the use of radio in| In discussing the promotional | 
small towns. setup at Time, Mr. Samstag said 

At the present time, he told the|its objective is to reach mass! 
group, Time is conducting an ex-| groups. That is why, he explained, | 
periment in New Haven, Conn.| Time sends out 20,000,000 letters a| 
The local station sends out an “in-| year. News releases, however, are | 
quiring reporter” to interview lo-| not mailed en masse. Instead, ad- 
cal residents. The interviews are| vance tear sheets are sent to select | 


and you can get 


Charleston leads South 
Carolina in surplus buying 
income over and above all 
retail sales. $65,000,000 in 
surplus cash is here—S.C.’s 
richest selling opportunity, 
in the county that also has 
the fastest growing popu- 
lation in the State. 


THERE'S MORE 
. "BUY- ABILITY” 
om CHARLESTON” 
ad ’ 


» 


it through 


J 


THE CHARLESTON 
EVENING POST 


recorded on tape, reduced to two} 
minutes and then played on the) 
station. | 
® As an added gesture, the maga- 
zine sends a recording of each in-| 
terview to the woman interviewed. | 
The experiment has been so suc-| 
cessful, he declared, that Time) 
tentatively is planning to conduct | 
a similar program in each of 6,- 
000 towns throughout the nation | 
which are small enough so that} 
interviewees are known to most 
of their townspeople. 

Television plans, he told the 
public relations group, are more 
flexible. TV will be used at such 
times as the occasion warrants, 
although the magazine already is 
committed to a five-minute por- 
tion of the morning Garroway net- 
work video show on Thursdays. 


@ Mr. Samstag also described the 
experimental “man of the year” 
feature, conducted in collabora- 
tion with the Roger Kent retail 
store in Rockefeller Plaza. The 
retail outlet plugged the feature 
for four weeks prior to the an- 
nouncement of the “man of the 
year” with seven window displays, 


lists of disc jockies, trade maga- | 
zines and regional newspapers. | 

Young & Rubicam handles the 
advertising. 


TV ‘Inventory’ Extended 


Alfred P. Sloan Foundation, 
New York, and National Broad- 
casting Co. have contracted to ex- 
tend “American Inventory,” an ex- 
perimental adult education TV se- | 
ries, for another 39 weeks. The) 
foundation has appropriated $140,- 
000 toward the program costs; 
NBC and its stations donate the! 
time (Sundays at 1:30 p.m., EST).| 


Leonard Heads A. D.S. 


John Leonard of Batten, Barton, 
Durstine & Osborn has been elec- 
ted president of the New York 
City Alumni Assn. of Alpha Delta 
Sigma. Shelly Barton of Esquire}! 
Inc. has been elected v.p.; Vernon) 
Lowell of NBC, secretary; Jack/| 
Mixson, McGraw-Hill Publishing 
Co., historian, and George Chand- 
less, U. S. Rubber Co., treasurer. 


Richards Appoints Colodzin 
Robert S. Colodzin, formerly TV 
production supervisor at Cecil & 
Presbrey, has joined the radio- 
video department of Fletcher D. 
Richards Inc., New York. 


67 


Try ours—six unified services; 
art, typography, photography, 
photoengraving, color 
process and electrotyping 

all at once and every day! 
You can get assistance 
in anyone of the six by 
themselves or use them all 


é 
é 


case you'll be pleased with | 


simultaneously; in either 


the cooperation, service and 
help you get from Pontiac. 
Write or call and let 


us tell you more. 


WD 


P RO, 
HOTOENGR A Vines Céss 


ART WORK 
PHOTOGRAPHY 


ypook any 
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Pontiac 
Engraving & 
Zlectrotype Co. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 © Chicago 7, Illinois 


UNIFIED 
SERVICES 
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at Front of Wholesale 


(Continued from Page 1) 

schedule for mailing in the fall. 

He points out that the section in 
itself will be a complete gift-buy- 
ing presentation carrying copy and 
illustrations of products, including 
watches, bathroom scales, golf 
bags, blankets, plastic dinner ware, 
pen and pencil sets, kitchen uten- 
sils and clocks 

During a test run last year, ac- 
cording to Mr. Buenger, 27 pages 
of assorted gift merchandise, 
printed in four colors and bound 
in the front of a wholesale mail 
order catalog, accounted for ap- 
proximately one-seventh of the 


every purpose 
Sold by art, stationery 
and photo dealers 


UwON HUBBER & ASBESTOS CO 
reentow ms 


MAKES PASTING A PLEASURE 


Here's a New Angle: 16-Page Color Inserts 


Mail Order Catalogs 


total volume of business done by 
the entire 650-page book, which 
included 79 other four-color pages 
distributed in the remainder of the 
book. 


® The size of the section is 9x12”. 
However, because the layout in- 
cludes an identifying border, the 
outside dimensions may be trim- 
med to fit various catalog require- 
ments. It is offset-printed on 70- 
pound enamel stock. Space prices 
begin at $1.40 per 1,000 for one- 
sixth-page insertion; charges for 
plates and art work are extra. 

Copy for the various products 
will be prepared by Catalog In- 
serts or the manufacturer, with 
prices changed to suit the indivi- 
dual mail order concerns. One 
unique feature of the presentation 
is that the front page is reserved 
for editorial use by the catalog 
company. Mr. Buenger suggests as 
an example a letter to customers 
explaining the merits of the sec- 
tion and the catalog. 

Catalog Inserts Co. is located at 
565 W. Washington St., Chicago 4. 


Blair-TV Moves 
Blair-TV Inc., New York, has 
'moved to the Chrysler Bldg. East. 


Bob Aitchison Leaves ‘IM’ 
to Join Shrout Associates 

Robert S. Aitchison, formerly 
editor of Industrial Marketing, has 
purchased an interest in Shrout 
Associates, Chi- 
cago agency. Mr. 
Aitchison has 
been editor of IM 
for the past three 
years. 

From 1940 to 
1949 he served 
as advertising 
manager and 
sales promotion 
manager of all 
divisions of Lind- 
berg Engineering 
Co., Chicago 
manufacturer of heat treating and 
melting furnaces. Between 1943 
and 1946 he served in the Navy as 
a lieutenant, producing 23 sound 


Robert S. Aitchison 


| training movies on radar, radio, 


brazing, welding and similar sub- 
jects. 


Walker Appointed A. M. 


Joseph D. Walker, who has been 
serving as acting manager of ad- 
vertising, has been appointed man- 
ager of advertising of the Tennes- 
see coal and iron division of United 
States Steel Corp., Fairfield, Ala. 


‘New Yorker’ Appoints Eyre 

Elizabeth H. Eyre, previously in 
travel and retail fashion work, has 
joined the fashion department sales 
staff of The New Yorker. 


pThere’s a pretested help when 


& 


; ‘ , 
Il your business history. 


For years leading grocery and 
tlrug advertisers have been 
using Burgoyne store panels. 
In three to seven test cities 

hey check the probable suc- 


ess of new products, prices, 


promotions, advertising. 


Whatever your new program 
is... have it evaluated by 
Burgoyne ... by over-the- 


counter sales... before you 


ask Management to back 
nationally. 


Among the Burgoyne test 


you will find recognized test cities 


where your representation 


tive... where you and your adver- 


tising agency can check the 


methods on the spot. 


If you really want dependable re- 


search, write Burgoyne. 


BURGOYNE 


you are trying to keep pace 
with the “fastest” market in 


7 


markets 


is effec- 


research 


\to sales managers 
who want answers 


| 
When the Product A sales manager showed | 
this Burgoyne graph to his Management, 


they not only were sure about the outlined 


program for Product A, they also had re- 
spect for Burgoyne service. Sales managers 
who want answers should get in touch with | 


Burgoyne. 


rocery & Drug Ind. 
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The supermarket is today’s version of the general store, Robert F. 
Elder, Boston marketing consultant, told the annual marketing 
conference conducted by the American Management Assn. High- 
lights of the meeting are covered in a story beginning on... .Page 1 

The Federal Trade Commission and the Department of Justice are 
firmly opposed to fair trade legislation. Spokesmen for both govern- 
ment agencies argued against a revival of fair trade before a House 
interstate commerce subcommittee . 

Mass distribution is wasteful, according to M. R. Wilson, general sales 
manager of Thor Corp. During the past two years, Thor has re- 
duced the number of its dealers from 22,000 to 6,000—and boosted 
sales at the same time 2 

Transit Radio contends its broadcasts are entitled to press freedom 
provisions of the Constitution in a brief filed with the Supreme 
Court Feb. 13. In its appeal, Transit Radio in effect is asking the 
court to rule that advertising is entitled to the guarantees of freedom 
of speech and press 

Double billing of cooperative advertising by small daily and weekly 
newspapers got a real working over at the Missouri Newspaper Ad- 
vertising Clinic. Details on 

Philip Morris Co. has secured an indefinite delay on an FTC ad ruling 
that its “less irritating” claims are misleading. The company has 
asked the entire Federal Trade Commission to review the decision, 
reached by a trial examiner 

The International Ladies Garment Workers Union finally has given 
up its broadcasting plans. It once planned to operate six FM stations, 
but closed its last station Feb. 15. Reason? No sponsors. ‘De- 
tails on Page 19 

Newspapers definitely can refuse advertising, accorcing to Lawrencé 
L. O’Connor, counsel for the Inland Daily Press Assn. He said that 
the Lorain Journal case does not impair the right of publishers to 
reject advertising, so long as the refusal does not create, aid or abet 
monopoly Page 40 

The secret of mail order selling? “Make it simple, keep it simple,” ac- 
cording to the dean of the Sears, Roebuck & Co. catalog. He tells 
about Sears’ basic sales strategy in an interview reported on. . Page 60 

Buyers and would-be buyers of network television time have known 
for a long time that it is easier to clear time on TV stations by buy- 
ing locally than by buying network. Packard has found it also is 
cheaper to buy TV time on a spot basis and to put the show on film. 
The strategy has important implications for advertisers, agen- 
cies ... 

There are “too many bush-league Picassos” in advertising designing, 
according to J. W. West of the Times, Kingsport, Tenn. Mr. West is 
unhappy about the situation because frequently artists “lose the 
Sy Ge ee I oa ics ns oso asad ee Sete beeetces 
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No other publication in Canada 
has this combination of impor- 
tant selling features—consistent 
coverage of a// English-speaking 
Canada—choice of different sec- 
tions at different rates — high 
family readership—proven dealer 
support and voluntary purchasers. 
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American Tobacco 
Reports Sales Up 
and Profits Down 


New York, Feb. 13—American 
Tobacco Co. cleared away the 
double talk of financial reports 
this week, and puffed out a story 
,~ king-size sales but stubby pro- 
its. 

Sales of the company’s cigarets 
in units as well as dollars in- 
creased substantially—dollar vol- 
ume climbing $70,930,904 to $942,- 
552,034. American Tobacco reports | 
that the company’s “increase in 
output is believed to be equal to 
two-thirds of the combined in- 
crease of all the other companies 
in the industry.” } 

However, income before taxes | 
increased $3,686,166 to $80,410,505, | 
a new high, but net income de- 
creased $8,623,047, to $33,109,669. 
The slide was attributed to higher 


costs, higher taxes and frozen 
prices of manufacturers. Taxes 
were the principal factor, reaching 


$47,738,000, also a record, and 
were equivalent to $8.88 per com- 
mon share (compared with earn- 
ings of $5.57 per share after taxes). 
In 1950, earnings per common 
share were $7.17. 


s Paul M. Hahn, president, said 
significant progress had been made 
toward checking Lucky Strike’s 
downward sales curve, and that 
1951 sales of Luckies were twice 
those of 1940. Sales of Pall Mall 
and Herbert Tareyton (one and 
two, respectively, in the king-size 


field) continued to increase at 
rates well above the industry 
average. 


Stephano Brothers 
Maps Test of New 
Filter Tip Cigaret 


PHILADELPHIA, Feb. 12—Ste- 
phano Brothers will introduce a 
new filter tip cigaret here early 
in March on a test basis. 

The cigaret, which has been giv- 
en the name, Gems, will be packed 
in a regulation cup package. It is 
designed specifically for smokers 
“who feel they are smoking too 
much,” and contains a filter con- 
sisting of a small, specially pre- 
pared bit of cotton designed to 
filter out objectionable tars. 

Newspaper ads and television 
will be used to support the intro- 
duction in Philadelphia and, later, 
in a group of additional test mar- 
kets. 

Aitkin-Kynett Co. handles the 
account. 


Sears Takes to Radio 
with Two LBS Shows 


Cuicaco, Feb. 13—Sears, Roe- 
buck & Co. is going back into na- 
tional network radio after a lapse 
of more than 15 years. 

Beginning Monday, Feb. 18, 
Sears will launch a series of two 
new five-a-week programs over 
the Liberty Broadcasting System, 
via J. Walter Thompson Co. Pro- 
motion will be focused on sales of 
the Cold-Spot home freezer. 

Of the two programs, one will 
be an early evening news com- 


mentary emanating from New 
York and featuring Westbrook Van 
Voorhis. The other is an across- | 
the-board morning stanza, “Frank-| 
lin Kennedy Sings,” and will be 
aired from LBS’ headquarters in 
Dallas. 


Buys Toronto Pharmacal Co. 

Smith-Agnew Ltd., Toronto, has 
acquired the business interests of 
Toronto Pharmacal Co., and has 
appointed W. P. Smith president 
and general manager and J. C. 
Agnew v.p. and sales manager. No 
changes in the marketing policies 
of the pharmacal company are 
contemplated. 


STRESSES PICTURE—Motorola Inc., 

cago, is running a series of magazine 

ads like this, each stressing the super- 

iority of the Motorola picture. Gourfain- 
Cobb is the agency. 


Chi- 


Union Picketing 
May Interfere with 
Chicago Auto Show 


Cuicaco, Feb. 14—The campaign 
by the International Brotherhood 
of Teamsters (AFL) to organize 
Chicago’s automobile salesmen 
(AA, Dec. 3, 51) took a new turn 
here this week as union business 
agents Monday afternoon started 
picketing the International Amphi- 
theatre where preparations are 
under way for the opening of the 
Chicago Automobile Show Sat- 
urday. 

The union and Local 713 are 
seeking to force the Chicago Auto 
Trade Assn., the show’s sponsor, to 
put pressure on Chicago car 
dealers to recognize the union as 
bargaining agents for their sales- 
men. 

The association has accused the 
union of unfair labor practices in 
conducting a secondary boycott, 
inasmuch as the show’s sponsors 
“have no right cr power of bar- 
gaining because we do not employ 
automobile salesmen nor do we 
sell automobiles. We are not in- 
volved in any labor dispute,” the 
group said, in charges filed Wed- 
nesday with the National Labor 
Relations Board. 


® Meanwhile, work on the $300,- 
000 air conditioning system being 
installed in the Amphitheatre for 
the Republican and Democratic 
national conventions in July has 
been stopped with a walkout of 
AFL tradesmen in sympathy with 
the teamsters’ picketing. 

The walkout includes about 25 
electricians regularly employed at 
the Amphitheatre, as well as the 
sheet and metal workers engaged 
in the air conditioning construc- 
tion. Charges against the elec- 
tricians’ union, Local 134, Inter- 
national Brotherhood of Electrical 
Workers (AFL), have been filed 
with the NLRB by the owners of 
the Amphitheatre. 

Auto officials said Thursday 
night that the show may be cur- 
tailed in content because of the 
unions’ actions, but it will open 
on schedule Saturday. 

Late today, the show’s manage- 
ment filed a $1,000,000 damage suit 
in U.S. district court against 
Local 713 and the teamsters’ union, 
alleging that towing and moving 
operators had been induced to halt 
service from the hall by the picket- 
ing. 


Fiore to Turner & Dyson 


Mario Fiore, formerly with the 
production department of Thomson 
& Co., has been appointed produc- 
tion manager of Turner & Dyson, 
New York agency. 


Opens New York Oftice 

Shoe and Leather Reporter, with 
executive offices in Boston, has 
opened new offices at 342 Madison 
Ave., New York 17. 


| to several advertising agencies. 


|eate featuring postal policy holders in their homes, at work and at 


| Brandy Distillers Names Weintraub for Cook's 


| 


| ite brush in a b&w spread in the Feb. 18 issue of Life. A newspaper 
| campaign will be run in 500- to 1,000-line ads in metropolitan news- 


| 
| 
| 
| 
| 


| stage. J. Walter Thompson Co., Chicago, is the agency. 
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Last Minute News Flashes 


Hill & Knowlton Appoints Walter Account Exec 

New York, Feb. 15—L. Rohe Walter, formerly an account executive | 
in Los Angeles with Erwin, Wasey & Co., and before that director of 
advertising and public relations of Flintkote Co., joined Hill & Knowl-| 
ton today as an account executive in charge of advertising for Amer- 
ican Iron & Steel Institute. John E. Wiley has resigned as v.p. and 
chairman of the plans board of H&K to become confidential consultant 


Postal Life Insurance Starts Test Campaign 
STAMFORD, CONN., Feb. 15—Postal Life Insurance Co. has started a 
13-week test campaign of weekly 400-line ads in the Stamford Advo- 


play. The campaign is described by Roy A. Foan, director of Postal 
agencies, as “a definite departure from the usual in insurance adver- 
tising.”” The company is placing the advertising direct. 


New York, Feb. 15—Brandy Distillers Corp., an affiliate of Schen- 
ley Industries, has named William H. Weintraub & Co. to handle 
Cook’s Imperial champagne. Cook’s formerly was with the Biow Co. 


New Dr. West's Flexite Brush Introduced in ‘Life’ 


Cuicaco, Feb. 15—Weco Products Co., manufacturer of Dr. West 
tooth brushes, has introduced three new textures in its Dr. West's Flex- 


papers across the country. TV spot commercials are in the planning 


Toni Seeks Additional Agency: Other Late News 

e The multi-million dollar research program maintained by Toni Co., 
Chicago, is about to blossom forth with three or four new products and 
Toni is conferring now with four or five agencies for handling of the 
new business. Don Nathanson, director of advertising and public re- 
lations, also disclosed that Toni has renewed its alternate-week spon- 
sorship of “Crime Photographer” on CBS-TV—but on a more flexible 
basis, which allows the company to drop out before the 26 weeks 
usually required by the network. 


e American Extension School of Law, Chicago, has appointed Ross 
Roy Inc., Chicago, to handle advertising for its mail order law course 
and for its newly instituted sales training course, which it will market 
in cooperation with the Elmer Wheeler Tested Selling Institute, Chi- 
cago. Radio, newspaper and magazine advertising will be used. Buch- 
anan & Co., Chicago, formerly handled the account. 


@ Thomas R. Murphy has been appointed v.p. and manager of the 
Dallas office of Grant Advertising. He returns to Dallas from Bogota, 
Colombia, where he was manager of the Grant office. 


e Charles M. Neel has been appointed national advertising manager 
of the Oklahoman and Oklahoma City Times. He has been on the na- 
tional staff since 1937. 


e@ Motorola Inc., Chicago, has invited 14 agencies to solicit that por- 
tion of its account now handled by Gourfain-Cobb Advertising Agency 
(which handles all of the company’s advertising except radio and TV, 
placed through Ruthrauff & Ryan). Motorola says it plans to select 
the new agency within six to eight weeks. 


e@ Melvin A. Singer, formerly with Biow Co. and Foote, Cone & Belding, 
has joined the account executive staff of Grey Advertising, New York. 


‘Cincinnati Times-Star’ Buys ‘Enquirer’ 
tor $7,500,000; Court Must Approve Sale 


CINCINNATI, Feb. 14—The Cin-| Ingalls. Sen. Taft has only a 5% 
cinnati Times-Star has purchased interest in the paper. 
the 110-year-old Cincinnati En- 
quirer for $7,500,000, Hulbert Taft, Joseph Katz Co. Makes 
president of the Times-Star, an- Three Executive Changes 


nounced today. The sale must be Joseph Katz Co. has made the 


approved by the U. S. district : a 
court of the District of Columbia. following changes and additions 


“7 to its executive 
One of the conditions of the sale staff in New 
is that publication of the Enquirer York: Nat C. 


as a separate morning and Sunday 
paper will continue for 12 years 
(the paper is Cincinnati’s only 
morning daily). The Enquirer's 
plant and facilities will be trans- 
ferred to the Times-Star, but the 
former will retain its present staff. 


Wildman, for 14 
years v.p. of the 
agency, has been 
elected senior v.p. 
in charge of cli- 
ent relations of 
the New York of- 
fice. Perry Scho- 
field has joined 


f 


4 


@ In selling the newspaper, the| the agency as 
American Security & Trust Co.,| Net Wildman creative director 
Washington, trustee of the John R. | and _ executive 


|v.p. in charge of the New York 
office. Formerly, he was with 
Ruthrauff & Ryan. 

Lloyd G. Whitebrook, formerly 


McLean estate, owner of the En- 
quirer, said that the “newspaper 
business is a particularly hazard- 
ous one under present conditions, 
and does not constitute a proper 
trust investment.” 

The paper’s revenue last year 
was $762,424, but in some years it 
had dropped below $80,000. 

Although the Enquirer had been 
appraised at $4,000,000-$6,000,000 | 
for an outside buyer, $7,500,000 | 
was considered a fair price for a 
competing paper to pay. | 

The Times-Star, one of the city’s | 
two afternoon papers, is owned by | 
five persons: Hulbert Taft; Sen. | Ueyd Wittebrosh 


Perry Schofield 


Robert A. Taft (R., O.); Charles! executive v.p. and director of 
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Fetzer Named Head 


of TV Code Board; 


Budget Is $40,000 


BaperaA, Tex., Feb. 15—John E. 
Fetzer of WKZO-TV, Kalamazoo, 
was approved today as chairman 
of the review board of TV’s new 
code authority. 

Other review board members 
announced after today’s meeting 
of the TV directors of the National 
Assn. of Radio and Television 
Broadcasters were J. Leonard 
Reinsch, WSB-TV, Atlanta, vice- 
chairman; Mrs. Scott Bullitt, 
KING-TV, Seattle; Walter J. 
Damm, WTMJ-TV, Milwaukee, 
and E. K. Jett, former member of 
the Federal Communications Com- 


mission, now with WMAR-TV, 
Baltimore. 

The “code” will be effective 
March. 1. 
es NARTB approved a_ $40,000 
budget for the code authority's 
first year of operation. Under this 


plan, NARTB members subscrib- 
ing to the TV code would be taxed 
$520, but $250 would be credited 
against annual association dues. 
The four TV networks, which 
were all represented at today’s 
meeting, are to assist “substan- 
tially” in defraying administrative 
costs. 

Code fees will be reduced as the 
number of subscribers mounts, 
When 90 stations subscribe, 
fee will be $405, with $250 credi 
to NARTB dues. 

Under the code setup, the 
view board is expected to have 
five meetings during the year. 
special staff will be retained 
administer code operations. 


s The review board has four 
jor responsibilities: 

1. Maintain a “continuing 
view” of TV programs to ins 
that they conform to the code. 

2. Review complaints which 
received about programs. 

3. Define and interpret pro 
sions of the code. 

4. Develop and maintain liai 
with government and responsi 
civic groups. 

On the eve of its entry i 
“self-regulation” of TV progra 
ming, NARTB admitted two n 
works and ten stations to memb 
ship, bringing its total to 82 of 
nation’s 108 stations and all f 
networks. 


@ There was no indication at to- 
day’s meeting of the number of 
Stations that plan to subscribe to 
the code. 

NARTB's TV code differs radi- 
cally from radio’s in the sense that 
enforcement machinery is pro- 
vided. Under the TV plan, sub- 
scribing stations are permitted to 
display a “seal of good practice.” 
When a station is found to vio- 
late the code, the review board 
has authority to withdraw the 
seal. 

Non-member stations will also 
be permitted to subscribe to the 
code, but NARTB did not reveal 
the subscription rate for non- 
members. 


8 Also at today’s meeting, the TV 
directors approved a $136,140 bud- 
get for regular operations of 
NARTB’s TV department in the 
year beginning April 1. The TV 
board proposed a special schedule 
of reduced dues for multiple mem- 
berships by firms and organiza- 
tions owning more than one broad- 
casting outlet. 

The association’s special radio 
board, meeting concurrently, 
adopted a budget for NARTB’s 
radio operations, but the amount 
was not announced. 

The radio board heard progress 
reports on FM promotions under 


n | Way in Wisconsin, North Carolina 


P. Taft II; Mrs. William T. Sem-| Sackheim Inc., has been appointed | 4nd soon to begin in the District 


ple, and her sister, Mrs. Albert) v.p. in charge of service. 


of Columbia. 
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This Week in Washington. .. 


Stantey E. COonen 

‘ Washington Editor 

* WasnincTon, Feb. 14—The Wine 
¥ Institute was among the organiza- 
tior yistering opposition to leg- 


slation to keep distilled spirits ads 


By 


wt zi 


ff the ir The beverage and 

wdeasting industries already 
have responsible men_ perfectly 
capable of reaching a decision as 
to what is good public relations 
in their own fields,” it told the 
Senate's interstate commerce com- 
mittee 

To illustrate its point, the in- 
titute told how an influx of new 
people into wineries and ad agen- 
cies after World War II resulted 
in the introduction of unacceptable 
promotion themes. The result, the 
institute iid, was the adoption, 
in 1949, of a statement of prin- 
ciples of wine advertising 

Widely distributed to wineries, 
sgencie und regulatory bodies, 
“this code had been remarkably 
effective in preventing prepara- 
tion of unsuitable advertising by | 
inexperienced people, and in pre- 
venting undesirable advertising 


GENUINE 

GLOSSY 

PHOTOS 
ta Quantities 


SELL BETTER: 
i Rest Cwany 
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Wine Institute Opposes Spirits Ban 


from appearing in commerce.” 
After his appearance, Ed Woo- 
Washington manager of Wine 
Institute, ran to Bishop Wilbur 
E. Hammaker, who directs the 
dry’ “That a fine 
statement,” the bishop. “Too 
bad it wasn't for a better cause.” 
The Wine Institute concedes 
some media require special at- 
ion, as alcoholic bever- 
ages are concerned, but it told 
the committee: “By proper han- 
dling of the commercials, by proper 
selection of sponsored programs, 
we 
ing 


ton, 
in 
cause was 


said 


tent so far 


can be handled so as to re- 


eive the same general public ap-| 


prova] that printed advertising has 
received.” 

The hearings on the liquor ad-/| 
vertising bill have ended. Now| 
it is up to the interstate commerce | 
committee 

* - 

As a measure of the revolution 
under way on the farm, 
Agriculture Secretary Knox Hut- 
chison notes the number of farm 
tractors is up 214 times since 1941, 
to 4,250,000; the number of trucks 
has doubled; mechanical cotton 
pickers have increased from 189 
to 7,300 in five years. 

“Dairymen were using 655,000 
milking machines a year ago, com- 


pared with only 210,000 in 1941. 
Grain farmers had 810,000 com- 
bines, compared with only 225,-| 
000 in 1941, and farmers now use 
about 525,000 mechanical corn 
pickers, compared with only 120,- 
000 in 1941.” 

The national population § in- 
creased over 20,000,000 in the 
1940s, but the percentage engaged 


farming fell from 24% to 15%. 
Yet production was so great that 
per capita consumption of meat 
went from 126 pounds to 
pounds; of chicken from 18 to 30 
pounds; of eggs from 298 to 406; 
milk from 340 pounds to 295. 
Cheese consumption was up 40% 
per capita; less fresh fruit was 
consumed, but more frozen and 
canned fruit and juice, more fresh 
vegetables, and a great deal more 
frozen vegetables were eaten. 

* + * 

When the Federal Communica- 
tions Commission hearing exam- 
iner Leo Resnick considers the 


in 


60 East 42nd St., N.Y. 17 oF 


mROANOKE 


TIMES AND WORLD-NEWS 
ROANOKE VIRGINIA 


SAWYER * FERGUSON * WALKER CO. 
National Representatives 


think that air waves advertis-| 


Assistant | 


140} 


| service. 


Advertising Age, February 18, 1952 


Hazard, CBS sales ; Jomes Doug 


RADIO NEWS—On hand in New York to mark the signing of Admiral Corp. as 
| sponsor of “World News with Robert Trout’ on CBS Radio were (I. 
J. Karol, CBS sales v.p.; Seymour Mintz, od director, Admiral; Mr. Trout; W. Eldon 


to r.) John 


, v.p., Erwin, Wasey & Co., and Edmund 


Chester, 


CBS news director. 


| April, 
| a premium promotion for its Curad 


“fitness” of Paramount Pictures 
|and United Paramount Theaters 
to run TV stations, he’ll hear ar- 
guments from some of the nation’s 
| top authorities on anti-trust law. 
Former FCC chairman Paul Porter, 
| who represents Paramount, has as 
a partner’ ex-anti-trust chief 

hurman Arnold. And United 
’| Paramount Theaters is getting 
anti-trust advice from former anti- 
| trust chief Herbert Bergson. 

As FCC counsel Fred Ford was 
struggling through meticulous) 
questioning of Paramount Presi- 
dent Barney Balaban last week, 
Mr. Porter accused him of taking 
an “unsophisticated” view of the 
anti-trust laws. The Porter firm 
takes the position there is no dis- 
grace in anti-trust convictions. 
“Look over a list of blue chip cor- 
porations,” Thurman Arnold wrote | 
in a brief filed with FCC some} 
time ago, “and almost every one | 
of them has been involved in anti- | 
trust offenses at one time or an- 
other.” 

The Paramount hearing has an- 
|other four or five weeks to run. 
Chances are Mr. Resnick’s recom- 
mended decision won't be handed 
down until fall. 

© 7 

Assistant NPA 
Horace McCoy 
last week when RCA Chairman 
David Sarnoff stood up during 
NPA’s conference on color TV set 
production and began taking pot 
shots at CBS. Red-faced, he said: 
“Let’s try to stay on the subject of 
this meeting.” 

Of 21 firms represented, 10 came 
out flatly for continuing the ban 
on color sets; four wanted it lifted; 
seven took no stand. Sen. Edwin 
C. Johnson (D., Colo.), chairman 
of the interstate commerce com- 
| mittee, and friend 
| of color, sat in. 


e e 
Rep. Ed Rees (R., Kan.), rank- | 

| ing minority member of the House | 
| postal committee, says no rate in- 
crease bil] will pass this year One| 

of the few Republicans who have 

| militantly backed up administra- 
| tion demands for higher postal 
| rates, he says the rate issue will| 
have to mark time until Congress | 

gets a report from the special joint | 

committee now being set up by the 

House and Senate postal com- 

mittees to survey postal opera- 

tions and rates. 


Clarkson Heads Direct Mail 
Herbert E. Clarkson, a member |! 
of the Northwestern University | 
commerce school faculty and a} 
direct mail consultant for more 
than 15 years, has been appointed 
head of the newly created direct 
mail department of Robertson & 
Buckley, Chicago agency. 


New PR Service Is Formed 

A new publicity and public re- 
lations organization, Ray C. Jen- 
kins Publicity Service Bureau, has 
begun operations in conjunction 
with Ray C. Jenkins Advertising, 
Minneapolis. J. R. Heiderich and 
Robert Flakne head the new 


Administrator 
was irritated 


congressional 


| of the category of a sound, 


WNU Will Halt 
Weekly Newspaper 


‘Printed Service’ 


New York, Feb. 12—Western 
Newspaper Union last week noti- 
fied 1,412 publishers that effec- 
tive March 29, its Printed Serv- 
ice, the “readyprint” or “patent 
insides” to which many newspa- 
pers owe their origin, will be dis- 
continued. 

The decision to suspend the 87- 
year-old service came, according 
to Farwell W. Perry, WNU presi- 
dent, “...because mounting costs 
required a price increase which 
would have taken the service out 
eco- 
nomic value for most weekly pa- 
pers.” 

In reviewing the effect that the 
service discontinuance will have 
on WNU’s business, Mr. Perry 
pointed out that while it had once 
represented 100% of the company’s 
income, it was only 5% of last 
year’s sales volume. 

The company has assured cur- 


rent readyprint users that news-| 


print equal to the amount included 
in Printed Service, and feature 
material in grooved plate, 
copy form, will be available. 


Joins Broadcast Bureau 

Robert E. Harris has resigned 
as editor of Televiser to join the 
local promotion department of 
Broadcast Advertising Bureau, 
New York. 


mat or | 


Bauer & Black Sets 
Premium Drive with 
Increased Promotion 


Cuicaco, Feb. 12—Beginning in 
Bauer & Black will launch 


bandage and Curity surgical] dress- 
ings, ad support for which will 
be in addition to the product cam- 
paign announced last December 
(AA, Dec. 31). 

The premium, a “petite” edition 
of the company’s Miss Curity doll 
which was introduced in 1950 and 
received considerable promotion in 
conjunction with B&B’s “Miss 
Curity Contest” last summer, is to 
be offered for $1 plus a Curad 
wrapper or box top from any 
other Curity product. 

The additional ad support in- 
cludes television (“Howdy Doody,” 
NBC, Monday-Friday, 5-6 p.m., 
EST) and full-color insertions in 
comics sections of 108 Sunday 
newspapers. Besides advertising 
the premium, both TV and news- 
paper copy will do a hard selling 
job on Curad plastic bandages. 


s B&B's regular schedule includes 
Curad and Curity advertising on 
DuMont’s “Cavalcade of Stars,” 
a nationwide supplementary spot 


schedule, radio, newspapers and 
monthly insertions in Life and 
Look. 


Leo Burnett Co., Chicago, is the 
agency. 


Northwest Newsmen Elect 

The Pacific Northwest Newspa- 
per Assn. has reelected M. J. Frey, 
general manager of the Oregonian, 
Portland, president. P. L. Jackson, 
publisher of the Journal, Portland, 
has been reelected treasurer. W. H. 


Cowles, Spokesman-Review and 
Chronicle, Spokane, Wash., and 
Sam Cromie, the Sun, Vancouver, 
B. C., are v.p.s. 


Obermeyer Adds Account 

The School of Real Estate Law, 
Orlando, Fla., has appointed David 
H. Obermeyer Advertising Coun- 
sel, Orlando, to direct its adver- 
tising. 


SiIMPSON-REILLY, LTD. 
Publishers Representatives 


since 1928 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 
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Too Many ‘Bush-League Picassos’ in Ad 
Designing, West Tells Missouri Clinic 


CoLumsia, Mo., Feb. 12—‘“The 
great difficulty today when it 
comes to designing advertising is 
that we have too many bush- 
league Picassos who lose the mes- 
sage in the maze,” J. W. West, gen- 
eral manager of the Times, Kings- 
port, Tenn., told the Missouri 
Newspaper Advertising Clinic 
meeting at the University of Mis- 
souri here Sunday. 

To design an ad that sells mer- 
chandise, Mr. West said, the news- 
paper salesman should remember 
many things. Some of them are: 

1. He must know the store’s 
merchandise and select the illus- 
tration which most closely re- 
sembles the product sold. 

2. The advertising salesman must 
have knowledge of all the type! 
available to him in his manufac- 
turing plant and some knowledge 


| 


| 


“eliminate reverse plates unless 
they are screened; use a Ben Day 
screen on large display lines to 
prevent heavy strike-through.” 
Mr. West also commented on 
newspaper makeup generally. “In 
seeking a greater share of the na- 
tional advertising dollar,” he 
stated, “‘we must make our news- 


papers better looking and easier 
to read. We must admit that most | 
of the better edited national maga- | 


zines are of equal quality, whereas 
all newspapers within a given cir- 


|culation bracket are not equally 


good.” 


AD CENSORSHIP IS 
DISCUSSED AT CLINIC 
CoLtumsia, Mo., Feb. 12—L. E. 
Prichard, advertising censor and 
research director of the St. Louis 


OCTOBER OPENING SCHEDULED—This CBS Television Center in Los Angeles, the first 


plant exclusively designed for television, 


ober. 


CBS Building Huge TV Center in Hollywood 


Ho.ttywoop, Feb. 12—The CBS- | 
TV Television Center here, first 
| plant in the U.S. exclusively de- 
| signed for television, will open its 
| 13-acre initial unit Oct. 1, when 
coast-to-coast broadcasting will 
| begin. 
| Now more than 30% completed, | 


of whether this type must be set Post-Dispatch, told members of the initial plant is built around! 


from the case or from a slow or} 
fast manufacturing machine. 


#3. “It is most important,” Mr. 
West pointed out, “to keep the dis- 
play lines short and sparkling. | 
Tests have indicated a line of body | 
type about 3 1/5” long provides the 
easiest legibility. The advertising | 
columns have more flexibility and | 
are usually easier to read than the | 
news columns.” | 

4. In larger plants it is well to| 
hold occasional conferences of | 
salesmen, artists and make-up 
men, so as to guarantee organized 
thinking. 

5. “Display lines are the key to 
the entire advertisement. Here you 
may experiment with unusual} 
fonts. Where facilities are less lim- 
ited, display lines set in some type 
which contrasts with headline type 
on news articles will furnish more 
contrast and greater readability.” 


# 6. Italic type should be used 
sparingly. Although it provides 
contrast it is harder to read. Lines | 
in italic capital letters are partic- | 
ularly hard to read. 

7. A good, clean signature can do 
much to identify the store in the 
reader’s mind. It can have the 
same general character as the store 
front lettering or stationery mast- 
head. The store’s identity can also 
be emphasized by consistent use of 
the same type face in ads. 

8. “Be sure,” Mr. West empha- | 
sized, “that the advertisement is | 
dummied so it will not appear ad- 
joining embarrassing copy. This 
is particularly true of ads con-| 
taining photographs of persons or 
animals.” 


e 9. All text matter should be set 
in large enough type and well 
leaded so it will be easy to read. 
Short blocks of large capital and 
lower case letters are easier to 
read. Try to keep all text type at 
least 10-point and above. “Watch 


the Missouri Press Assn. clinic 
last Saturday that “advertising 


few.” 

Advertising censorship, he said, 
is designed to make advertising 
acceptable, believable and reliable; 
to provide a fair market place for 
an honest advertiser, and to pro- 
tect the reader. 

“Our business, like any other 
business, depends upon how many 
customers we can get and keep,’ 
Mr. Prichard said. “Long ago, 
business men and shrewd editors 
as well realized that the soundest 
way to get and hold customers 
was to inspire and create confi- 
dence.” 


— > j > ‘eo oC , j 2 , ° ° e 
Confidence can be won in many | tions at each supporting point on| 


ways, he pointed out. “But the 
techniques differ somewhat from 
those of other businesses. A pub- 
lisher is a merchant of words and 
the reliability of those words, or 
the news and editorial material, 
determine the quality of his mer- 
chandise. 

“It would be inconsistent, then, 
if he had a low standard or none 
at all in the advertising columns. 
It would be extremely difficult to 
see how a publisher could reason- 


jably expect his news to be be- 


lieved and trusted if he accepts 
no responsibility for the advertis- 
ing in the adjacent columns. He 
publishes both news and advertis- 


|ing, and thus establishes his re- 


sponsibility for both.” 


Preis Named Eversharp Head 


Carl G. Preis, a former v.p. of 
American Can Co., New York, and 
a director of Eversharp Inc., Chi- 
cago, since 1943, has been elected 
president of Eversharp, succeed- 
ing Knox Ide, who has resigned. 


Warriner to Politz Research 
Robert R. Warriner, research di- 
rector for Fuller & Smith & Ross 
since 1947, has joined Alfred Po- 
litz Research Inc., New York, as 


the spacing,” he cautioned, and project director. 
Earnings of Advertisers 
Share 
Sales Earnings Earnings 

Company 1951 1950 1951 1 1951 1950 
American Can Co....3 570,068,813 $560.076,955 $ 30,136,771 $ 34,254,811 $11.01 $12.68 
Avco Mfg. Corp...... 286,589,113 256,966,971 10,089,214 12,635,633 1.10 1.65 
Capital Airlines. . . 38,702,493 29,816,460 1,756,490 1,066,841 2.25 2.02 
Carrier Corp....... 80,935,762 62,390,539 3,574,348 3,164,4 3.88 3.40 
d. ©. Gamd Ge... 0.00s 165,428,171 142,280,458 9,786, 15,136,051 9.72 Ba 
A. M. Castle & Co... 20,659,969 18,709,876 1,272,076 1,319,789 2.65 2.7 
Caterpillar Tractor Co. 393,756,098 337,285,327 15,732,141 29,264,285 3.90 7.49 
Consolidated Vultee 

Aircraft Bases. 322,157,501 255,860,703 7,750,524 10,241,644 3.27 4.3% 
Croft Brewing Co... 3,261,722 3,316,209 12,342 16,127 —_—_—_ 
Deere & Co....... 433,021,188 336,482,810 35,618,513 42,756,901 11.14 13.51 
Ely & Walker Dry 

D cerns *123,837,703 116,976,335 $4,876,292 6,351,495 3.58 4.72 

Hajoca Corp....... 42,209,906 37,652,413 1,014,080 1,247,219 6.90 8.49 
International Shoe Co. 223,317,15C 198,640,018 8,978,018 10,957,707 2.65 3.22 
McKesson & Robbins 220,378,450 216,964,212 3,440,620 4,043,281 1.86 2.10 
National Distillers 

Products Corp... 466,880,790 398,677,342 25,018,580 27,242,843 2.86 3.45 
Newport Industries. . . 22,518,470 18,030,202 1,954,302 1,445,660 2.92 2.08 
Pittsburgh Steel... 118,008,686 7,331,613 6,350,410 5.99 6.13) 
Real Silk Hosiery... . —— —— 151,724 629,310 0.65 3.32 | 
Republic Steel...... 1,060,371,877 888,314,828 54,921,541 63,794,711 9.03 10.53 
Sharon Steel Corp. 168,958,183 135,409,331 8,861,187 9,284.64 8.06 10.03 
Sharp & Dohme..... 45,681,168 42,117,013 56, 5,275,858 3.65 4.27 
Superior Steel Corp. 27,981,184 22,006,822 1,507,587 1,177, tt5.37 4.20 
Union Carbide & 

Carbon Corp. 927,519,805 758,253,539 103,889,711 124,111,851 3.60 4.9 
U.S. Shoe Corp. -_ 928,065 964,139 —_> ss 


* Excludes intercompany sales of $23,431,053 in fiscal 1951 and $20,462,723 in 1950. 
+ The company did not have to pay any excess profits tax in fiscal 1951. 


tt Before final audit. 


a core of four studios, each meas- 
uring 12,100 square feet. Two of 


| suffers from the sins of only althe studios will be equipped to 


seat audiences of 350 people each. | 

While planned for current 
|known requirements, in anticipa- 
tion of changes of facilities re- 
| quirements, considerable emphasis 
is laid upon flexibility in the basic 
|structures. In the studios, walls 
between audience and non-audi-| 


‘}ence areas can be moved so the 


|size, shape and number of stages 
|can be changed whenever requir- 
ed. Audience facilities can be re- 
moved entirely for conversion of 
the area to added stage space. 


. Building walls, some of them 
glass, are hinged on iron connec- 


|the structural frame, and can be 
|moved outward as much as 300’ to 
add more buildings. Walls then 
can be anchored back in place. 

In addition to the studios, Tele- 
| 


ABC Adds Five Stations 

Five new radio stations 
casting Co., bringing the 
work’s total to 315. They 
WMGW, Meadville, Pa.; 
Dillon, S. C.; 
and KBKW, Aberdeen, Wash. 


Joins Getschal & Richard 


71 


have 
affiliated with American Broad- 


net- 
are: 


WDSC, 
WLOH, Princeton, 
W. Va.; KWSH, Wewaka, Okla., 


Norman Peyser, formerly with 
| several art studios in New York, 
has joined the art department of 


Getschal & Richard, New York. 


will open its initiol unit of 13 acres in 


PUT YOUR BUSINESS 


vision City will include 35,000} 
square feet of office space for 
administration, story conference 
rooms and other facilities for writ- 


CONSCIENCE ON THE LINE 
WITH HIGH SCHOOL YOUTH 


ers, directors and producers. Three | It’s An Excellent Way To Build 


rehearsal halls of 4,550 square feet 
each will adjoin the studios. 

Production facilities in the in- 
itial unit will include set design, | 
carpenter shops, paint shops, set} 
storage rooms and property rooms. | 
Work will continue after the ini-| 
tial unit is opened in October, with 
the complete program calling for 
coverage of 25 acres and a 13-| 
story administration building of | 
600,000 square feet. 


Standard Oil Boosts West 


Standard Oil Co. (Indiana) has} 
promoted Victor R. West, with} 
the company since 1951, to assist- 
ant press and radio representative 
in the public relations department. 
Before joining Standard Oil, Mr. 
West served as director of public 
relations for Pillsbury Mills and 
for the Minneapolis office of Mc- 
Cann-Erickson. 


WNEW Appoints Kaland 


William J. Kaland has been pro- 
moted from manager of the script 
and production departments of 
WNEW, New York, to program 
director. 


You'll Find That 


The Classroom... 


SCHOLASTIC 
MAGAZINES 
Reaching 1,000,000 Student 


Subscribers Weekly in the Jun- 
ior and Senior High Schools 


Faith In Our Enterprise System 


Your Advertising Speaks 
Loudest In The Quiet Of 


| Leo Burnett 


‘I study AA 


portant is the fact that 


Writes George R. Stege, Jr. 


quiet of my home” 


Advertising Age is a must to Mr. 
Stege. One reason he finds it so im- 


“T have had Advertising Age sent to 
my home since 1936. I feel that Ad- 
vertising Age is so important to me 
that I wish to read it in the quiet of 
my home where I can thoroughly 
digest its important and interesting 
information. Advertising Age to me 


Company, Inc., 
Chicago: 


in the 


he makes no 


attempt to digest it during daytime 
hours in the busy, bustling Burnett 
offices. Listen to what he says: 


in my business is what the regular 
periodicals are to the doctor, the ar- 
chitect or the financial man in his 
business. It’s a must.” 


Why not try digesting AA the way 
Mr. Stege does it? The coupon below 
will bring it to your home, plus, 
FREE, a copy of “Sagas of Success 
In Advertising.” 


> 


Advertising Age 
Dept. F18, 200 E. Illinois St., Chicago, Ill. 
Please enter my 1-year subscription to Advertising Age and mail it to my 


home address. I am to receive FREE a copy of “Sagas of Success in Ad- 
vertising.”” . 


an 
WITH YOUR Adoeilisi ad 
HOME $C RER LEET Sa af 
SUBSCRIPTION a City ~ Zone State 


J My check for $3 is enclosed ) Bill me later 
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COMPANION DOLLAR VOLUME LARGEST IN HISTORY 


Stanwood Morrill of Lambert & Feasley hears of new record 


In 1951 the COMPANION chalked up the greatest dollar volume that buy most. Among the four leading women’s service maga- 
of advertising in its history. This is clear indication of the extent zines, out of every thousand reader families, the COMPANION 
to which national advertisers rely on the COMPANION’S tremen- reaches*: most “young marrieds,” age 21 through 35 — most 


dous selling power. families earning from $3,000 to $10,000 — most families with 


hildren—most child family. 
Stanwood Morrill, Vice President of Lambert & Feasley, New ee eee 


York City, listens attentively to this story of dynamic growth as To this audience, COMPANION advertisers speak with the assur-; 
told by COMPANION representative Jack Carter. ance of a satisfactory return on their investment—year after year. 
Behind it — and responsible for it — is the COMPANION’S timely *Proved by an independent Stewart, Dougall survey—ask to see it 


editorial policy . . . the policy that has caught the attention of the 
most active people in the country, the young growing families 


nn(z\()MPANION 


AVERAGE CIRCULATION: MORE THAN 4,100,000 
THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF COLLIER’S, THE AMERICAN MAGAZINE, WOMAN'S HOME COMPANION 
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